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Women find it easy to match paints with fabrics at Munster Lumber & Supply Co., Munster, Ind. 


IN THIS ISSUE: Know your paint poieatial . . . Selling paint is selling color . . . Double your paint profits with 
accessories . . . Paint service for homeowners . . . How two dealers keep a paint inventory 
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WASHINGTON REPORT. 





Freight rate increases. A question comes in about 
those increases in freight rates, authorized re- 
cently by the Interstate Commerce Commis- 
sion: Just how does a retail lumberman, oper- 
ating under GCPR, go about the business of 
i cluding those extra costs in his sales prices? 


Reiailer absorbs added cost. Most people, in the 
industry and in the government, think such a 
dealer should be allowed to increase his prices 
by the amount needed to cover those additional 
costs. Otherwise, receiving not the slightest 
advantage from the increases, he must dip into 
his own profits for the purpose of paying them. 
Whether or not it’s fair, at the present it’s the 
law and the gospel. The retailer absorbs the 
added freight costs! 


Relief possible. However, don’t get too worked 
up over it; at least not yet. There’s an unoff- 
cial report that the OPS has an amendment 
in the works to give GCPR dealers permission 
to add the exact amount of the rate increases 
to the prices they may charge. On May 19 the 
agency issued Amendment 6, Revision 1, Sup- 
plementary Regulation 2, permitting coal deal- 
ers under GCPR to add the amount of the 
freight hoist to their retail prices. Lumber 
people expect a similar amendment. How soon? 
That’s a guess. It may have shown up by the 
time you read these lines. In any case it 
shouldn’t take long. 


The dealer’s gamble. Most lumbermen operating 
under GCPR prefer to wait for the expected 
amendment rather than to shift over to S. R. 
87. It’s something of a gamble; for if the 
amendment is long delayed then waiting for it 
might not be so good. S. R. 87, of course, is 
based upon landed costs and so takes care of 
all freight charges automatically. But that 
business of working out the base period markup 
percentages for each item is grim going. After 
that is done, it isn’t hard to figure the dollars- 
and-cents changes as the prices of the suppliers 
shift up and down. 


GUPR preferred. Under S. R. 87, if prices go up, 
vou don’t have to charge the increased amount 
f you don’t want to. Generous; don’t you 
‘think? But if you change over to the Supple- 
mentary Regulation you must follow prices 
down, within 31 days, if they go that way. 
Naturally competition would make it smart to 
follow them down in any case. Most dealers 
who have been making out reasonably well 
under GCPR seem to prefer taking the chance 
of getting the discussed amendment. Quite soon. 
It may come even sooner than that. 


Lumber surplus? Incidentally, the grapevine says 
also that the settlement of the labor stuff in 
the Pacific Northwest — something that came 
quicker than expected—may add to mill sur- 
pluses of lumber. 
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Defense housing. Are you at all interested in the 
business of supplying portable houses for de- 
fense areas? It’s not the easiest of markets to 
enter; but if you’re equipped to do it you may 
find it one of considerable volume. There’s an 
intensive study going forward in that field; 
and here are some of the basic factors: The 
house, after it is erected, must be capable of 
being disassembled, moved by truck a hundred 
miles over average highways and re-erected at 
a reasonable cost both in money and in man- 
hours. 


Houses must be rugged. The house must be so 
constructed that itll go through this process 
of disassemblage, travel and re-erection and 
still be a livable unit; showing no more than 
minor signs of damage. It must compare favor- 
ably with the conventionally built house in its 
own design and measurement class; also in 
appraised value. These tests are now being 
made by the Building Research Advisory Board 
of the National Research Council, Washington, 
D. C. William H. Scheick, Executive Director 
of the Board and one of the ablest and most 
widely known research men in the building 
field, is directing the study and the tests. 


Scheick qualified. Mr. Scheick managed the 
studies, made a few years ago by the Small - 
Homes Council of the University of Illinois, 
the NRLDA and possibly some other agencies, 
in the modular construction of a basic house 
that was capable of a good many variations 
and combinations. It proved to be a useful 
study project in house-construction efficiency 
at the moderate-cost level. This work is ex- 
tended by the HHFA, the University of Illinois 
and New York University. 


Demonstrations planned. Five houses will be 
built by private builders at their own expense; 
and these builders may sell the houses when 
the demonstrations are complete. The HHFA 
will pay the cost of the working drawings and 
specifications; also of the cost-keeping and 
visual records of the project. 


Savings expected. The Small Homes Council of 
the University of Illinois will have two houses, 
identical in plan, in its project. The second 
will serve as a check on the first “from the 
standpoint of determining ways of making 
additional savings in time and material through 
operational improvements which repetition 
makes evident.” The New York project will 
consist of three identical houses; the first done 
according to methods followed generally by 
builders in the New York City suburban area, 
the second to be a “dry run” operation making 
use of the new techniques, and the third to fol- 
low the methods of the second which checks 
to determine the added efficiencies that come 
from experience with those methods. 
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DEPENDABILITY 
Keynotes Crossett 


Since 1899, Crossett has been delivering quality wood products to 
the building trades of America. And because of its sound forestry 
practices, forest reserves have been systematically increased so that 
a perpetual supply of big mill quality products is assured. Couple this working forest reserve 
with big mill quality production—and your answer is Crossett for quality lumber year in and 
year out. 


CROSSETT LUMBER COMPANY 
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_ to about 28 per cent in the case of V.A. loans, and 33 1/3 per cent 
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NEWS BRIEFS 


Easing Regulation X. The Federal Reserve Board and the 
Housing and Home Finance Administration evidently agree with 
buiiders and lumber dealers on the need for a revised Regulation 
X. Up to a month ago, Federal officials contended they couldn’t 
relax real estate credit curbs because of the inflationary threat of 
the “building boom.” Then, a couple of weeks ago they were 
“thinking” of easing the regulation as it applied to higher priced 
homes. Now Housing Administrator Foley hints the Government 
will ease controls on houses from $7,000 up. 

* eo * 

The new machinery. Here’s the way builders attending the 
recent NAHB convention in Washington size up the situation. 
Instead of calling for a flat downpayment percentage within a 
large bracket—such as from $7,001 to up to $10,000—it will be 
graduated. Thus Joe Smith is buying a home that costs $7,500, 
the downpayment will probably be something like 414 per cent 
instead of the present 6 per cent. And Mike Jones, buying a house 
costing $9,000, will only have to put up 5 or 514 per cent. The 
above is on V.A. loans, however F.H.A. and conventional loans will 
also be softened. 

a ® * 

More expensive homes. The easing for houses costing from 
$12,000 to $25,000 or more will involve more than just adjusting 
the rising scale, however. At present, downpayment requirements 
on V.A. loans—8 per cent on a $12,000 house—climb steeply to 45 
per cent on a house costing $25,000 or more. F.H.A. and conven- 
tional loans call for a rise to 50 per cent on a house costing $25,000 
The top downpayment requirement is expected to be cut 


on F.H.A. and conventional loans. The downpayment require- 


' ment for houses costing between $12,000 and $25,000 will be re- 
' duced proportionately. 


a a & 


Coming sales battle. Lumber dealers have added many new 
lines during the past few years. Most of these items were logical 
and required for modern “package selling.” Competition, however, 
isn’t taking this trend lying down. For example, an important 
paint chain has recently added fill insulation and garage doors, 
and they say this is just a beginning. 

s & s 


Boom in garden tools. Startling production figures on power- 
driven gardening tools should encourage dealers who have specu- 
lated over adding these items. A decade ago, yearly sales came 


/ to only $8 million. .. last year they amounted to some $120 million. 
_ Manufacturers report sales running as high as 40 per cent above 
_ the year-ago level. 
- ness a decade ago—today there are more than 250. Dealer tip— 
_ the big item in the field is power lawn mowers—which account for 


There were only 50 manufacturers in the busi- 


two-thirds of the sales. Garden tractors are next in popularity. 


_ Industry progress. Phil Hayward of the Hardwood Dimen- 
sioii Manufacturers Association recently reported that blueprints 


| for the first all wood glued and laminated Army truck were pre- 
_ Sented and discussed with the Detroit Ordnance Dept. with strong 
| prespects for acceptance. 
' forward for the industry which has been striving to recapture 
_ a market largely lost to steel. 
, oe 


If successful this will be a great step 


* * 
Garden sales ideas. When a garden center was opened as part 


| of Sear’s new building in Charlotte, the party promotion technique 
» Was used effectively. An unusual part of the center was the open- 


ing of a lending library of garden books and the offering of a list 
of garden speakers for use by local organizations. A Texas store 
Selling appliances and garden supplies has instituted a “coffee 
bar’. A huge coffee-maker of steaming hot coffee is always on 
hand for use by customers and browsers. The beverage with cream 
and sugar is “on the house.” 
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DPA Urges Added 
Aluminum Output 


Despite what appear to be 
adequate quantities of alumi- 
num in the present and poten- 
tial production resulting from 
the planned expansion pro- 
grams, the Defense Production 
Administration is advocating 
additional facilities to produce 
another 75,000 to 80,000 tons 
per year. 

This is contained in a recent 
report made to DPA Adminis- 
trator Fleischmann by Sam 
Anderson, Deputy DPA admin- 
istrator for aluminum. 

Anderson also recommended 
that negotiations be completed 
with Canada at once for the 
importation of at least 170,000 
to 175,000 tons. This would 
bring a net addition to the U. S. 
metal supply of about 70,000 to 
75,000 tons, he said. 

Anderson said he would 
place selection of the American 
contractors on the basis of 
“most advantageous terms to 
the government, having in mind 


the competence of the con- ° 


tractors.” He would not recom- 
mend further expansion of the 
present primary producers now 
unless no suitable alternative 
is available. 

Based on recent studies of 
the aluminum situation, An- 
derson reported that there is 
not enough aluminum in sight 
today to assure an adequate 
stockpile reserve. He feels the 
eventual stockpile should con- 
tain 2.5 million tons. 


Defense Housing 
Hiked to $1,395 Million 


The Senate has passed and 
sent to the House an omnibus 
housing bill (S. 3066) that 
would boost the government’s 
defense housing program by a 
total of $1,395 million. 

The bill, as passed by the 
Senate, would increase the Fed- 
eral National Mortgage Assn.’s 
purchasing authority by $900 
million for defense, military 
and disaster housing. The Fed- 
eral Housing Administration 
was allowed an additional $400 
million for insurance authori- 
zation, and the defense com- 
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munity facilities and services 
program, administered by the 
Housing and Home Finance 
Agency, received $40 million. 

For the government’s pro- 
gram of public housing, the 
Senate authorized an addition- 
al $50 million, and for con- 
struction of housing in Alaska, 
$5 million. 

The Senate passed the bill 
“in record time” exactly as re- 
ported by its banking and cur- 
rency committee. 


Homebuilders Say 
Boom Will Continue 


The nation’s homebuilders— 
with a few reservations—think 
their boom will keep rolling 
right along through this year, 
at least. 

Take Earl W. “Flat Top” 
Smith of Northern California, 
who gets his nickname from the 
flat-roofed houses he builds. 
He plans to put up 1,000 to 
1,500 houses this year in the 
San Francisco bay area. That’s 
in line with the 1,100 he built 
in 1950, the boom’s biggest 


year. Last year, for lack of 
mortgage money, he put up 
only 400. 

“Flat Top” is a little more 


enthusiastic than most build- 
ers, to be sure. The majority— 
some 300 wound up their an- 
nual three-day directors meet- 
ing of the National Association 
of Homebuilders in Washing- 
ton—figure this year’s business 
will fall well short of record 
1950, when 1,400,000 houses 
were erected. But they do think 
home building will come close 
to last year’s 1,091,000 dwelling 
units, which was the second 
highest in history. 

One Worry. Most of the 
builders here said they are still 
worried about mortgage money, 
but that’s about all. They’re 
not bothered by the supply of 
materials or a demand for 
housing. They say there’s 
plenty of each. 

They’ve been fretting about 
the government’s real estate 
credit controls, but that worry 
is about to evaporate. The gov- 
ernment is expected to ease its 
credit curbs—the so-called 
Regulation X—shortly. Build- 
ers say they expect the easing 
announcement to come this 
month. 

The house-makers aren’t 
counting on any early relief, 
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however, from the otner and 
less annoying headache —the 
tightness of low interest, 
government -backed mortgage 
loans. Because of the cheap 
interest rate on these, many 
lenders have been shying away. 
These loans, which last year 
accounted for about 34% (dol- 
lar volume) of all new mort- 
gages, carry rates of 4%, for 
G.I. loans, and 414% for Fed- 
eral Housing Administration 
loans, with the rates fixed by 
law. 


The builders don’t expect 
Congress to boost these rates 
in an election year. At the 
same time, they don’t think the 
tightness is serious enough to 
make their boom go bust. Some 
builders even think the nation’s 
money lenders will be flocking 
back into the market for these 
low-interest loans soon. Few 
builders reported any difficulty 
in getting conventional loans, 
which carry rates of 414% to 
5%. These constitute the bulk 
of mortgage loans. 


April Up. Even with mort- 
gage market tightness and the 
restraints of Federal credit 
controls, the builders haven’t 
been doing too badly. The first 
quarter of this year started 
slow. It was 16% under the 
first quarter of 1951. But things 
picked up fast in April. Ac- 
cording to the Commerce De- 
partment, home building in 
that month was 7% over April 
last year. 

Of the builders attending the 
meeting, only those putting up 
medium priced and more ex- 
pensive houses—$12,000 and up 
—had serious complaints. And 
in almost every case they 
griped about the downpayment 


requirements of the credit reg. 
ulation. 


First Ranch House 
Designers Honored 


Two California architects 
who started the vogue for the 
ranch house—nearly a half. 
century ago—were honored by 
the American Institute of Ar. 
chitects with special citations, 
naming them among the few 
who have helped shape our na- 
tional architecture. 

Henry Mather Greene, 82, 
and Charles Sumner Greene, 
80, are the grandfathers of the 
informal, rambling, bungalow- 
style ranch house which has 
now spread to all parts of the 
country and passed into our 
national architectural vernacu- 
lar. They received the award 
in Pasadena, Calif., June 3rd 
from Charles O. Matcham, 
A.I.A. regional director, on the 
occasion of the opening of an 
exhibition of their work in the 
Pasadena Art Institute. 

Greene and Greene have re- 
ceived belated but profuse rec- 
ognition for their achievements 
in architectural design. In 1948, 
the Southern California Chap- 
ter of the American Institute 
of Architects conferred upon 
them Special Certificates of 
Merit. That year, too, articles 
on their work appeared in the 
Architectural Record and the 
Architectural Forum. In 1950, 
major treatments of their work 
appeared in the Journal of the 
Society of Architectural His- 
torians and House Beautiful. 
Early this year an entire sup- 
plement to the Sunday Los An- 
geles Times was devoted to a 
popular account of their work. 
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”” All Around the Town 
it’s Flintkote 


—] An old house with a new dress of beautiful 
eee Flintkote STRI-COLOR Sidings... representing 


a big, profitable market for you. 
...Gray, Green and Brown 





..ethe beautiful new siding with embossed striated surface 
texture and Flintkote DURA-SHIELD™ protection! 


Home owners everywhere have greeted Flintkote’s Alone ...or in combination with other materials, 
new STRI-COLOR* Asbestos-Cement Siding with such as stone, stucco, brick, etc., these sidings create 
open arms...and open check books! unusually lovely effects. 


The demand for STRI-COLOR SIDINGS is tremen- 
dous! They’re on their way to outselling ANY 
Asbestos-Cement Siding... both for new construc- 
tion and for re-siding applications. 


Builders, applicators and building material dealers 
say that STRI-COLOR is the most exciting siding news 
in a decade! 


And no wonder! Flintkote STRI-COLOR’s smart 
embossed striated surface ... its handsome brown, 
gray or green colors ... gives a new kind of home THE FLINTKOTE COMPANY, Building Materials 


beauty. And Flintkote’s new DURA-SHIELD finish Division, 30 Rockefeller Plaza, New York 20, N. Y. a : 


* A Trademark of The Flintkote Company 


FLINTKOTE 
We. eulete yoard off aewuice tod] nd mort! 


Better re-order today! 


gives these sidings a_ highly-effective new 
kind of protection from weather and stain! 
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Flooring Manufacturers 
Plan Chicago Meeting 


Northern hardwood flooring 
manufacturers from New York, 
Illinois, Ohio, Michigan and 
Wisconsin will meet Friday, 
June 27, at the Union League 
Club, Chicago, according to the 
Maple Flooring Manufacturers 
Association. 

Don DeWitt, president of the 
association, called the mid- 
summer meeting for general 
round table discussion of indus- 


try problems and for making 
final decisions concerning 
scheduled changes in the 
MFMA grading rules. Mr. 
DeWitt said: 

“The proposed changes in the 
text of the grading rules will 
serve to clarify the meaning in- 
sofar as grade interpretations 
are concerned. Other minor 
changes in the rules will be 
made, but the general building 
public can be assured that these 
changes will not lower the 
standard of the product as pre- 
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“DOOR-OF- MONTH” 


for dealers who display 
ANGEL DOORS 


#852 
ad DOOR-OF-THE-MONTH 
: (One of 48 styles) 


Over 1000 Home Owners, Planners and Builders write us every week 
asking where to buy the Angel Door-of-the-Month. We send them to 
dealers who have these doors on display. Sales are soaring. Install a Door- 
of-the-Month Display now. Cash in on this Door-Conscious Market 
right away. Fill out and send in the coupon today. 


ANGEL DOORS — For Every Taste and Pocketbook 


Nationally advertised to millions, these exterior, flush, quality doors 
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Please send me at once circular describing Display Kit 
and promotional material. Quote prices, terms and arrange- 


come in two sizes and 48 styles. Sell them with confidence for they are 
strong, sturdy solid-core doors — fully resistant to weather, 
water, warp and wear. Beautifully grained in genuine birch 
or fir. Packed in individual dust-proof cartons, each Angel 
Door is guaranteed. Each bears the mark of the makers 
who have been master woodworkers for more than a 
quarter century. Angel Doors add value to any home 
and put real profit in your pocket. Investigate now. 


ANGEL NOVELTY COMPANY D-1 
Fitchburg, Mass. 











viously established for North- 
ern Hard Maple, Beech znd 
Birch Flooring.” 


Prefabs Take 


Luxury Turn 


Prefab-house makers are try- 
ing to cut themselves a big«er 
slice of the building business by 
turning out Cadillac-priced 
houses as well as Fords. 


Ever hear of the Archwood 
house? This new $25,000 pre- 
fabricated product (the lot 
isn’t included in _ pre-iab 
prices), of the Pease Wood- 
work Co. of Cincinnati is 62 
feet long and 50 feet wide. It 
has four bedrooms and _ two 
baths. One entire living-room 
wall is glass, with a glass door 
that exits onto a patio. An 
electric kitchen is complete 
down to garbage disposal unit. 
And 100 square feet of storage 
space is provided in the attic, 
reached via a “disappearing 
stairway.” 


Though the Archwood is a 
lot more elaborate than most 
of today’s prefabs, it’s symbolic 
of the trend. Last year the 
highest-priced Pease house sold 
for $19,000. And up to last 
year, most prefab jobs were in 
the $5,000-to-$10,000 bracket. 
Says John W. Pease of Pease 
Woodwork: “Instead of selling 
a house to the lathe operator, 
we are selling to his boss, the 
man who owns the lathe busi- 


This month big National 
Homes Corp. of Lafayette, 
Ind., brought out a line of pre- 
fab houses priced as high as 
$17,000, its most elaborate yet. 
It comes hard on the heels of 
National’s February introduc- 
tion of a $16,500, four-bedroom, 
two-bath model. That one 
boasts picture windows and 
wide overhanging eaves, ranch 
style. National now offers 80 
different house designs. 


Gunnison Homes, Inc., U. S. 
Steel Corp. subsidiary in New 
Albany, Ind., this year is in- 
troducing its first L-shaped 
ranch house, with floor-to-cecil- 
ing window walls. Gen. John J. 
O’Brien, Gunnison president, 
notes a pronounced shift to 
larger models in buyers prefer- 
ence. Says he: 


“Last year our production 
approximated the capacity of 
our plant, 7,500 houses, the 
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uniformity. Costing less than sanding and finishing on 





the job, this formula and method bring the natural 
figure of oak into clear relief and provide a floor of 
rich luster and matchless decorative beauty. 


Bradley's premium quality hardwood floors 
include standard straight-line strip and Unit 
Blocks* in Oak, Beech and Pecan; Random 
Width Oak Plank; each prefinished or un- 
finished. For complete specifications see 
Sweet's Architectural and Builders Catalogs, 
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*For mastic or nail installation. 
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| Parades are nice, but they have no place 
in modern lumber handling. 


For example, more and more yards are 
discovering that unloading and warehous- 
ing oak flooring the slow, expensive, old- 
style way — one bundle at a time —is no 
longer necessary. They are switching to 
HARCO Palletized Units and cutting their 
handling costs as much as 75 percent. 

You see, with HARCO Palletized Units 
and a fork lift you handle 750 board feet 
at a time. You cut your unloading and 
warehousing time on a car of oak flooring 
from 16 man hours to four man hours. 
That’s real labor economy! 

Remember this, too! HARCO Units 
permit more efficient space utilization, 
reduce loss from damage and pilferage, and 
: give you at-a-glance inventory because each © 
— unit is tagged with contents. 

a Switch from “parades” to profits. Start 
buying your oak flooring in HARCO 
Palletized Units. Descriptive folder, with 
complete information about this modern, 
packaged flooring, sent on request. 


HARCO Palletized Units contain bun- 
Lptaona) les from 2° to 7’ inclusive. Longer 

lengths, necessary to meet NOFMA 
average length requirements, are loaded in 
car with units. 
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a ke eA >, FT EN NE 3 
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same as in 1950. But doliar 
volume was away up, indicat- 
ing more of the higher-priced 
houses were being sold. It 
looks as if the same thing is 
happening in 1952.” 

The reasons for the shift to 
higher-price models seem clear 
enough. John Harper, sales 
manager for W. G. Best Fac- 
tory-Built Homes, Inc., of Pe- 
oria, Ill., explains it this way: 

“So many economy-type 
houses have been built since the 
war that the market is almost 
saturated. We find it easier to 
find a buyer now for more 
elaborate homes. And the fi- 
nancing picture with savings 
and loan associations and mort- 
gage bankers is much better.” 


In the Market Centers 


TACOMA—T he _ Decoration 
Day holiday found the general 
outlook in the lumber industry 
in this, area relatively serene. 
Labor-wise conditions once 
again are peaceful. The big de- 
velopment of the fortnight was 
signing of an agreement be- 
tween local employers and the 
CIO boommen. Although the 
boommen are a comparatively 
small group, they are strategi- 
cally important because of their 
control of log supplies for 
waterfront mills. The _ settle- 
ment consequently is of greater 
importance than its size would 
indicate. 

The lumber strike still is ef- 
fective however in several other 
western Washington centers, 
but since settlements now are 
being made on a local basis 
there is strong hope that these 
difficulties will be ironed out 
soon. 

Most mills observed a cur- 
tailed Memorial Day holiday so 
that further reduction of pro- 
duction would be kept to a 
minimum. Woods operations 
also maintained a_ shortened 
holiday since weather condi- 
tions have been excellent and 
the logging camps wished to 
take full advantage of the 
situation. 

Building generally appears 
to be picking up, probably e- 
cause of the good weather. 
Much of this is defense con- 
struction at adjacent military 
establishments. However there 
is some improvement in private 
building because of the grea‘er 
availability of construction nia- 
terials. 
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GOLD BOND! The famous trade name of National Gypsum. 
Research that has developed dependable wall materials for 26 
years, has created, tested, and now proven a sensational new fin- 
ish for interior walls and woodwork. 


VELVET! The new brush-on, roll-on, spray-on scrubable wallpaint 
made with latex. If your customers have trouble with joint flash 
on dry wall—‘‘hot spots’ on new plaster walls—stubborn nap 
conditions, you'll want to recommend GOLD BOND VELVET. 


Your customers will like it, too, because it’s: 
@ Ready to use, dries in 1 hour, may be recoated in 4 hours. 
@ In 8 new pastel shades, 4 new deep colors & white—inter- . 
mixable. 
@ Washable in 24 hours, scrubable in 30 days. 


You will like it because it’s: 
@ Priced competitively, offers over 38% profit. 
@ Easy to sell with National Advertising, Color Cards, Colorful 
Displays, and Window Streamers. 


oe 
For complete information write Paint Division, National Gypsum 
Company, Buffalo 2, New York. 
OR : 


x 
WALLS AND wooowos 


NATIONAL GYPSUM COMPANY «+ BUFFALO 2, NEW YORK 


Gold Bond Velvet, Sunflex, Craftex, Gold Bond Texture, Color Texture, Spackling Compound, Patching Plaster, 
Craftco Cement Paint, Fireproof Wallboards, Decorative Insulation Boards, Lath, Plaster, Lime, Sheathing; Rock 
Wool Insulation, Metal Lath and Sound Control Products. 
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SEATTLE — The market is 
weak with production out-run- 
ning orders. Green fir dimen- 
sion is dropping but few are 
willing to commit themselves 
on how far. Dry hemlock is 
in fair demand. Ponderosa pine 
is weaker and spruce business 
has not developed as usual this 
spring. Green spruce is weak- 
ening but dry spruce demand is 
hard to determine. 

Cedar shingles took another 
drop and siding is weak. Cedar 
logs are hard to sell and there 
are local log shortages. 


Buyers are cautious. Every- 
body wants to cut inventory 
and operate on a_ turnover 
every ninety days. The lack of 
orders is puzzling the trade 
here because local building con- 
tinues high. 

No. 1 shingles especially need 
to be sold. Low grade cedar 
siding is in fair demand with 
some mills over sold. Kiln dried 
fir dimension is strong. 2x4x8 
green fir studs are cheap. Short 
rough common fir cutting is 
down: in price. 

Principal effect of the CIO 





THE DEMAND IS o&R 


Your customer wants Redwood he can trust—stock he can count on to give him the 
fine performance Redwood is capable of giving! And that means grade-marked, 
trade-marked, Certified Dry Redwood—accurately graded, uniformly milled, pro- 


perly seasoned. 


The demand is for dependable CRA Redwood—so why gamble? Feature CRA 
Redwood—the Redwood you can be sure of—the Redwood processed by these 


reputable member firms. 


CALIFORNIA REDWOOD ASSOCIATION MEMBERS: 
THE PACIFIC LUMBER CO. * ROCKPORT REDWOOD CO. * SIMPSON LOGGING CO. * UNION LUMBER CO. * WARM 
SPRINGS LUMBER CO. * WILLITS REDWOOD PRODUCTS CO. * ARCATA REDWOOD CO. * COASTAL PLYWOOD & 
LUMBER CO. + HAMMOND LUMBER CO. » HOLMES EUREKA LUMBER CO. * NORTHERN REDWOOD LUMBER CO. 
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strike has been to bolster an al- 
ready weak market. The large 
mills mostly are again operat- 
ing and individual mills con- 
tinue to make peace with the 
union. 


A report issued by the Seat- 
tle-First National Bank is in- 
teresting. It says that Wash- 
ington state accounted for 10 
per cent of the nation’s lumber 
production, 12 per cent of its 
pulp, 39 per cent of softwood 
plywood, 68 per cent of fir doors 
and 83 per cent of red cedar 
shingles. 


Construction in Washington 
state in April gained 19 per 
cent over March and was 5 per 
cent higher than April 1951. 
Dwelling construction was 11 
per cent above a year ago. 


KANSAS CITY —The lum- 
ber market showed fairly good 
strength in the Southwest in 
the last fortnight, with mount- 
ing interest from retailers giv- 
ing it a better tone. 


Relaxation of government 
controls and more funds avail- 
able for residential financings 
have proved a definite stimulus 
to the lumber market in recent 
weeks. Building is moving 
along at a fast clip in the area 
and the industry is hoping that 
regulation X goes by the board 
shortly. 

Price lists virtually have 
showed no change in the past 
month and mills are not offer- 
ing any concessions because of 
the limited supply of dry lum- 
ber available for prompt ship- 
ments. The rainy season is at 
hand and producers have been 
unable to build up much inven- 
tory. 

Some mills which had con- 
templated absorbing the recent 
railroad freight boost are now 
adding that $1 a thousand to 
the price and report the action 
has not resulted in cancellation 
of orders. A lot of small mills 
are not in operation this year 
and the bigger operators are 
better able to keep prices stable 
for that reason. 

The labor problem is getting 
serious again, especially where 
key men are involved, accord- 
ing to mills. 

Mills are looking for a big 
business from the farm area 
this year, as inquiries from 
yards indicate that. replace- 
ments and forward buying will 
be substantial in the weeks 
ahead. 
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De Walt helped us meet the greatest 


a ia B a 99 says Alan Mclivain, Treasurer, 
industrial boom in history” === 
wholesale lumber distributors 


r 


Nowhere in the nation has there been a greater 
building boom than in the Philadelphia area. One of 
the top lumber wholesalers in this area is the J. Gibson 
MclIlvain Company. 

Mr. Alan MclIlvain writes: “Here at McIlvain Lum- 
ber we keep our De Walts going continuously, every 
day, cutting and ripping in record-breaking quantity.” 

De Walt is doing a similar job in lumber yards 
and on.housing projects all over the nation. It performs 
every radial saw operation plus the operations of seven 


DE WA_t INC. 


DEWALT 





different power feed machines. Wherever speed, power, 
precision, versatility and safety are important De Walt 
has no equal. And speaking of versatility, the new 
De Walt is ideal for your planing mill operation. It does 
everything—including shaping, grooving, single head 
moulding and ploughing. It takes but a few seconds to 
attach the proper cutting tool. 

For the name of your nearest De Walt dealer—look 
in the yellow pages of your phone book or write: 
De Walt, Department A-6, Lancaster, Pa. 


Lancaster, Pa. 


POWER SAWS 





Subsidiary of AMERICAN MACHINE AND FOUNDRY COMPANY, New York 
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HOW TO GET THE MOST 


FOR YOUR MONEY! 
- 





MECHANIZE 

your materials handling 

operations by using CLARK EQUIPMENT. 
it’s as simple as that. 


@ That’s what they all say? Perhaps. But CLARK backs up its claim with 
facts and unmatched performance. 


On the questions of... / Number of Trucks in Use 

Vv Quality, Longevity Vv Efficiency and Performance 

Vv Savings Achieved Vv Economy of Operation and Maintenance 
V Customer Satisfaction / Factory and On-The-Ground Service 


. there is at hand—and available to youmoverwhelming evidence that 
CLARK Serves You Right! 


The whys and wherefores are available to you in two new mediamthe 
“SERVES YOU RIGHT” edition of our Material Handling News, and our 
new movie on the use of fork-lift trucks and industrial towing tractors in 
Plant Maintenance Work. 


Each of these items 
is free to you—the 
15-minute sound 
movie, black-and- 


white, on a loan 











basis. They'll tell 

you and show you 

how CLARK enables 1 ;ypustRial TRUCK DIVISION » CLARK EQUIPMENT COMPANY + BATTLE CREEK 40, MICHIGAN 
you toget the MOST Please send: €) Material Handling News 0 Movie "Serves You Right” 


Have Representative Call. 


for your money. Just 
Name. 





fill out the coupon, 





Address 





ness letterhead and 
City Zone. State 





| 
| 
attach to your busi- 7 
| 
| 


place in your “‘out- 


i 
| 
| 
Firm Name. | 
| 
| 
! 


going’’ mail basket. 


AUTHORIZED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATION 








BALTIMORE—Lumber yard 
operators here report a slight 
weakness in the market as the 
end of the half-year ap- 
proaches, but indicate they are 
not alarmed. There is no pyro- 
nounced weakness, they suzy, 
but construction is not up to 
earlier predictions, and retail- 
ers seem to be quite willing to 
wait out the market for lower 
prices. 

A lot of green Southern pine 
is coming into the local mur- 
ket, its prices unchanged from 
sometime back. The general 
range on shipments brought in 
by truck are as follows for 
short length material: 2 x 4 x 8, 
$73.50 per M; 10 to 12s, $74.50; 
14-feet, $85, and 16-feet, $89. 
For 2 x 6 x 8 and 10, $81; 14 
to 16, $85; 2 x 8 x 8 to 10, $85; 
12 to 16, $89; 2 x 10 x 12, $89; 
14 and 16, $95. 

Oak flooring which showed 
some weakness earlier, is re- 
garded as stable but not too 
strong now. Latest quotation on 
select red oak flooring delivered 
is around $185 per M. 

Some dealers, particularly 
those with shipyard business, 
have been experiencing ex- 
tremely good trade. Many 
other lumber yard owners had 
rather slow business during 
March and April, but during 
May had a pickup, and expect 
June to be good. 

Fir already is a little weaker, 
and some think it will wobble 


more. The No. 1 common and. 


better is being delivered here 
from $2 less than a short time 
ago. This about matches the 
increase in freight rates which 
became effective early in May. 

With a scarcity of long leaf 
pine from Southern states, 
some shipments of this timber 
are now being brought in by 
boat from Honduras, the de- 
livered price for 12 x 12 being 
around $200. A half million 
feet of this Honduran pine is 
being received by one dealer in 
steady shipments of 100,000 
feet each. 

Spruce is being received here 
from Canada for $102 for the 
No. 1, and around $165 for the 
B and better. Dealings in this, 
of course, are subject to fluctu- 
ations in foreign exchange, the 
Canadian dollar now being ai a 
premium over the U. S. dollar. 

Construction permits in the 
Baltimore metropolitan area 
for April had a valuation of 
$12,254,066, of which $9,811,- 
661 was for building of homes. 
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Bee Gee 


WINDOWS 


2e Increased production assures 5 to 10 day delivery on every 





» Style and size of BEE GEE Window. Result: easier sales— 
bigger profits. 
Le “Clean the OUTSIDE from the INSIDE”’—really sells BEE GEE 


Windows. Feature most wanted by housewives evi everywhere. 


Se There are 42 styles and sizes of BEE GEE Windows to choose 
from. All distinctively modern...light... airy! ° 


Ret ep SUES a 


4 @ One complete unit consisting of frame, fitted sash, copper Write today for 


Ps screen, glass and all hardware installed at the factory. complete BEE GEE Window 
* Ready to set in the wall! details and Catalog. 


8 


BROWN-GRAVES CO., Dept. Al-104 


-BROWN- GRAVES CO. am 
Akron I, Ohio 
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“PLUS FEATURES” THAT SPEED 


SALES OF 


UNIFORM HIGH 
QUALITY for day-in, 
day-out dependability. 
For each ‘‘GrEENLEE 22” 
is produced with un- 
usual care... 
cutting parts are ac- 
curately sized to 
indicated diameters 
... twist is ground 
for sure clearance 

. . Spurs are cor- 
rectly shaped and pro- 
portioned. And cutting 
edges are carefully finished 
for clean, fast action! 








PLASTIC-SEALED ta 
FOR PROTECTION 
From factory to 


your customers, this 
heavy protective : 


coating shields x ss 7 







‘*GREENLEE 22"’ Solid- 
Center Auger Bits 

... protects them 
from shipping and 
handling damage, 
seashore and other 
humid conditions. Elimin- 
ates costly stock main- 
tenance for you... 

keeps your stock in 
perfect shape! 


“GREENLEE 
SOLID-CENTER (AUGER 














22” 
BITS 





INDUCTION 
HEAT-TREATED for 
absolute uniformity, de- 
pendability and long life. 
Under this most 

modern method of heat 
treatment, ‘“GREENLEE 
22°’ Solid-Center 

Auger Bits take and hold 6 
perfect cutting edges. y 
Means fast, clean 
boring for perfect 
woodworking jobs... 
and means you can depend 
on this for a long, 

long time. 











When you sell Greenzez, you 
can be sure you're selling top 
quality always. Write today for 
complete information on 
Greenee Auger Bits and these 
other high-quality tools: 
Chisels, Gouges, Expansive Bits, 
Car Bits, Draw Knives, Turning 
Tools, Spiral Screw Drivers, 
Automatic Push Drills, and 
ee many more. Ask for 
ome new Hand Tool Quick 
Reference File. 





GREENLEE 





STOCKED BY LEADING WHOLESALERS 


GREENLEE TOOL CO., 2266 TWELFTH STREET, ROCKFORD, ILLINOIS 
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Lumber—National 

Lumber shipments of 502 
mills reporting to the National 
Lumber Trade Barometer were 
8.6 percent below production 
for the week ending May 24, 
1952. In the same week new 
orders of these mills were 7.8 
percent below production. Un- 
filled orders of the reporting 
mills amounted to 44 percent 
of stocks. For the reporting 
softwood mills, unfilled orders 
were equivalent to 23 days’ 
production at the current rate, 
and gross stocks were equiva- 
lent to 49 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 7.1 percent above 
production; orders were 6.3 
percent above production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 69.1 percent above; ship- 
ments were 57.6 percent above; 
orders were 65.1 percent above. 
Compared to the corresponding 
week in 1951, production of re- 
porting mills was 9.8 percent 
below; shipments were 11.1 
percent below; and new orders 
were 3.7 percent below. 


Southern Pine 

The production of Southern 
Pine by the 113 mills reporting 
to the Southern Pine Associa- 
tion for the week ending May 
24, 1952, amounted to 17,805,- 
000 feet or 4.79 percent below 
the three year average. Orders 
for the week ran to 18,046,000 
feet, 3.50 percent below the 
three year average. Shipments 
for the week were 17,742,000 
feet, 0.35 percent below produc- 
tion. Unfilled orders totalled 
47,385,000 feet. 


Western Pine 

Production of Western Pine 
and Associated Woods by the 
112 mills reporting to the West- 
ern Pine Association for the 
week ending May 26, 1952, 
totalled 65,810,000 feet. This 
compares to 73,874,000 feet for 
the same period a year avo. 
Shipments for the week ran to 
66,213,000 feet, 0.66 percent 
above production. For the same 
week last year shipments were 
72,620,000 feet. Orders for the 
week were 67,657,000 feet as 
compared to 69,912,000 feet a 
year ago. Unfilled orders were 
253,350,000 feet at the week’s 
end as compared to 242,433,000 
feet in 1951. Gross _ stocks 
amounted to 704,972,000 feet. 
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wuPhal PLASTIC 


ASPHALT CEMENT 


For Sticking Down Asphalt Shingles and 
General Repair on Roofs and Flashings! 


Comes in popular load form like M-D’s famous SPEED LOAD 
for calking guns, or in 214 Ib., 10 Ib., 50 1b., and 550 Ib. containers. 


NU-PHALT HAS DOZENS OF USES! 


Sl -_ 2 eee ee 
a [ Z 
i «a / \= 


——_~ ° 
—_ — — 
= 


7 ‘ : eesinge Pi te 
Sp 1g: AR 8 ONAL A 
































Stick down as- Perfect around Apply around _ Handy for stick- 
phalt shingles or gutters and valleys. chimney flashings ing down loose as- 
other roofing re- Applicable to all with calking gun phalt tile, and 
pait work. roofing work. or with putty knife. many other uses. 


ise Wu-Glaze 


GLAZING COMPOUND 
instead of putty! Al 

Nu-Glaze overcomes P me buga- py ' TICK | | G D ( available : 
mays Dott” News aiies out, hardoe, = Ga ine 
“ae =a putty, but a plastic uh Al R E P A | R Nozzle-Type . 


glazing compound that’s perfect for glaz- Load 


ing, filling cracks, setting plumbing, Us \Y AN D F | j SHIN : 
bits te anes n epee | ML mei desired 








quart, 5 Ib. cans. Also available in drums 
— 25 Ibs., 50 Ibs.; 100 Ibs., and 880 Ibs. 














Order your Nu-Glaze today! 
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VACKLANBURG 


SUuNcaAnNn Coa. - 
OKLAHOMA CITY, OKLA. 











The Lumber Market at Presstime 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. C D 
BEG 204s seeceeus 155.00 150.00 105.00 
Flat Grain Flooring 
De cctmecvowesn 130.00 125.00 93.00 
Be Sencesceeeen 155.00 150.00 105.00 
Drop Siding 
1x6 (Pat. #106).150.00 145.00 110.00 
1x6 (Pat. #116).155.00 145.00 105.00 
Ceiling 
ee paseeewuewun 125.00 123.00 80.00 
Se -eedeceowen 115-125 120.00 80.00 
Boards and Shiplap and 2” (Green) 
1x6 1x6. 1x10 1x12 
| ae eee 69.00 2.00 70.00 77.00 
ab 2 awiees 64.00 63.00 62.00 70.00 
ee eres 54.00 57.00 54.00 62.00 
No. 1 Dimension 
2" 1 16’ 18’ 20” 
2x 4 82.00 82.00 86.00 82.00 82.00 
2x 6 81.00 81.00 82.00 86.00 86.00 
2x § 81.00 82.00 81,00 82.00 82.00 
2x10 81.00 81.00 81.00 82.00 82.00 
2x12 81.00 81.00 81.00 83.00 83.00 
No. 2 Dimension 
2x 4 75.00 75.00 78.00 77.00 77.00 
2x 6 76.00 73.00 77.00 75.00 79.00 
2x & 76.00 76.00 76.00 76.00 75.00 
2x10 76.00 76.00 76.00 76.00 76.00 
2x12 76.00 76.00 76.00 76.00 76.00 
No. 3 Dimension R/L Only 
EE RS a ror er 61.00 
NE SR cates aie eh lpia TRC Ow eee 59.00 
I iy texas ee iran ple Rtas at we ae i ee 7.00 
De cacaved eee? dade ee Oe wee ewe” 92.00 
renee are 


(Add 10-15 dollars for dry lumber.) 





RED CEDAR SHINGLES 





Royals ' 
No. 1 24” 4/2 12.00 
No. 2 24” 4/2 8.00 
No. 3 24” 4/2 5.00 
Perfections 
VO. 1 18” 5/2%4 9.25 
No. 2 iE led 5/2% 5.25 
No. 3 13” 5/2% 3.65 
ee tH 1 
No. 1 16” 5/2 8.10 
No. 2 16” 5/2 5.00 
No. 3 16” 5/2 .75 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 


Beveled Siding, % Inch 
Clear on” “— 





Je) 75.00 70.00 50.00 
%x5 inch 85.00 80.00 70.00 
4x6 inch 95.00 90.00 75.00 
TARE TRGR nc cene 120.00 115.00 90.00 
Clear Bungalow Siding, % Inch 
ft . Saee 155.00 150.00 130.00 
SS SGM. cic ccces 175.00 170.00 140.00 
i ee 190.00 185.00 150.00 
Finish, B and Btr. S82 or 4S, 
6’ to 16’ or rough 
Lia. tg .9 we ver OCkie wb a tice GRO 220.00 
SE acannon cite a Srmcaleiar idle ae tala 220.00 
MIN. a tie bt aha hil pitt nek Ay el waianal eceratn 270.00 
Ceiling or flooring, B and Btr. 9-16’ 
&B Cc D 
OS sesecutc caus 105.00 100.00 90.00 
ae «ence ehewees 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 
lengths. 
Series 8, 


000— _ 
Listing under 4.00—list plus 35 per 
cent. 
Listing 4.00 and over—list plus 35 


per cent. 
Clear Lattice, 5-16’, 5-16’ 
EY aa soe tars Qewae eae aod ees 1.50 
EE case ccaeete Ree ee eee owners 1.75 
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WESTERN PINES 


Ponderosa Pine 








5/4 RW 
Selects and 
2 or 48 4/4RW 6/4RW 8/4RW 
C&Btr RL ...255.00 260.00 275.00 
Shop, S28 No. 1 No. 2 
SE raves: 6:5 wisn aiererwiansi anand 150.00 120.00 
OPE. Wananaseanmaus eeeee- 150.00 120.00 
Commons 2&Btr. No. 3 No. 4 
2 or 48 RW 106 RW 72 RW 64 
oe ee ee 128.00 90.00 72.00 
i> 4) | Ae 124.00 ~° 88.00 70.00 
Idaho White Pine 
Selects 
S2 or 48 1x4 1x6 1x8 5/64 
C&Btr. RL 250.00 265.00 270.00 265.00 
Te iawas 205.00 225.00 230.00 235.00 
Commons, S2 ar 48 No. 1 No. 2 No. 3 
i SS ee 147.00 140.00 100.00 
BEES “awduksevinees 147.00 141.00 100.00 
Sugar Pine 
Selects 
S2 or 48 4/4 RW 5/4RW 6/4 RW 
B&Btr. RL ..270.00 280.00 290.00 
i See 265.00 275.00 285.00 
|. ee 235.00 245.00 255.00 
Shop, S28 No. 1 No. 2 No. 3 
3 ere 160.00 130.00 85.00 
i Se 160.00 130.00 85.00 
re 160.00 130.00 85.00 
OAK FLOORING 
Clear PIn 3§x2%4, %#x1% %x2 %x1% 
White ..192.00 165.00 177.00 162.00 
Red .199.00 172.00 177.00 162.00 
Sel Plain 
White ..172.00 145.00 167.00 152.00 
Red ....179.00 152.00 167.00 152.00 
#1 Com Pin 
White & 
Red ....140.00 113.00 125.00 115.00 
#2 Com Pin 
White & 
Red .... 75.00 53.00 82.00 77.00 
#1 Com & 
Btr Shorts 
14,” ....105.00 80.00 97.00 97.00 
SOUTHERN PINE 
Vertical Grain Flooring 
B&Btr. Cc D 
SO ocunewsowues 175.00 165.00 145.00 
Flat Grain Flooring 
on PSR en oa 160.00 150.00 110.00 
Re. ccs cee enewan 190.00 180.00 140.00 
Drop Siding 
1x6 (Pat. #106).190.00 180.00 150.00 
1x6 (Pat. #116).190.00 180.00 150.00 
Boards & Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ...130.00 130.00 135.00 150.00 
No. 2 . 80.00 85.00 85.00 90.00 
No. 3 70.00 78.00 78.00 83.00 
No, 1 Dimension 
2’ 14’ 16’ 18’ 20’ 
2x 4 91.00 92.00 94.00 104.00 104.00 
2x 6 87.00 87.00 88.00 98.00 98.00 
2x 8 90.00 90.00 92.00 98.00 100.00 


2x10 100.00 101.00 101.00 109.00 112.00 
2x12 106.00 106.00 106.00 117.00 122.00 
No, 2 Dimension 


eee 


2x 4 84.00 85.00 87.00 97.00 97.00 

2x 6 80.00 81.00 82.00 91.00 93.00 

2x 8 80.00 81.00 82.00 91.00 93.00 

2x10 84.00 85.00 85.00 91.00 93.00 

2x12 84.00 85.00 85.00 91.00 93.00 
No. 3 Dimension R/L Only 

25 4 GEO tess ares 

2x 6 66.00 

2x 8 65.00 P 

2x10 65.00 z 

2x12 65.00. 


REDWOOD 


Bevel Siding 


1x 4 V.G. Clear All Heart....... 90.00 
%x 6 V.G. Clear All Heart....... 117.00 
%x 8 V.G. Clear All Heart....... 120.00 
54x 6 V. G. Clear All Heart....... 117.00 
Sox § V.G. Clear All Meart....... 136.00 
54x10 V.G. Clear All Heart....... 153.00 
%x 6 V.G. Clear All Heart....... 164.00 
%x 8 V.G. Clear All Heart....... 194.00 
3%.x10 V.G. Clear All Heart.......257.00 
%x12 V.G. Clear All Heart....... 211.00 

Note: A grade V.G. Redwood Siding 
approx. $4.00 less for % and % jin 


above sizes. 


$5.00 less for % inch in 
above sizes. 


Anzac Siding 
1x10 V.G. Clear All Heart.......240.09 


1x12 V.G. Clear All Heart.......255.00 

Note: Deduct $8.00 for A Grade. 
Finish 

1 Inch Clear All Heart Flat 
Grain Redwood Finish S848 
a ae 0 er er 145.00 
. BOR Ws se vcccscccesencs 185.00 
© PO Wise sks cccwsecece 165.00 
SE BO Wes eccccscccuwcewece 200.00 
ff. se eer 211.00 
EB BGM WHGCR. 66c cceecivscives 226.00 


Note: 


A grade $10.00 less in above 
widths. 





WESTERN HEMLOCK 


Vertical Grain Flooring 


B&Btr. cE D 

BEE RbeeeReKKGSS 150.00 140.00 100.00 
Flat Grain Flooring 

SC eer ree 135.00 125.00 93.00 

SEO -newevewse ees 155.00 150.00 100.00 
Drop Siding 

1x6 (Pat. #106).145.00 135.00 105.00 

1x6 (Pat. #116).145.00 140.00 105.00 
Ceiling 

» reer 105.00 100.00 60.00 

BRO Sasmaleadams 110-120 105-115 90.00 
Boards and Shiplap and 

2” (Dry) 

1x6 1x8 1x10 1x12 

No. 1 82.00 84.00 84.00 84.00 

No. 2 ... 79.00 79.00 79.00 79.00 

No. 3 ... 66.00 68.00 68.00 68.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 


88.00 88.00 91.00 91.00 91.00 
2x 6 88.00 88.00 88.00 93.00 93.00 
2x 8 90.00 88.00 88.00 88.00 93.00 
2x10 88.00 90.00 88.00 88.00 93.00 
2x12 88.00 88.00 88.00 88.00 93.00 
No. 2 Dimension 
2x 4 87.00 87.00 89.00 88.00 88.00 
2x 6 86.00 86.00 87.00 88.00 88.00 
2x 8 83.00 83.00 84.00 84.00 84.00 
2x10 83.00 83.00 83.00 83.00 83.00 
2x12 81.00 81.00 81.00 81.00 81.00 
No. 3 Dimension R/L Only 
ORES. -aectupreterktateld Gimtatace aioe §8.00 
OME Von deen icra Gtavertncth oo ul niole. ele aries 65.00 
a RE ae eee a a ee Ree 64.00 
SN ities haleead Dalawraeorclenare wera 63.00 
MGR. Sioc eaten ohiem alsaatel ees 53.00 





ENGELMANN SPRUCE 


Boards and Shiplap 
(dry) 1x6 1x8 1x10 3.12 
No. 2&Btr..112.00 112.00 114.00 120.00 
No. 3&Btr.. 83.00 84.00 84.00 85.00 
No. 1 Dimension 

12° 14’ 16’ 18’ 20’ 


2x 4 83.00 83.00 83.00 89.00 89.00 
2x 6 80.50 80.50 80.50 80.50 80.50 
2x 8 80.50 80.50 80.50 84.50 84.0! 
2x10 80.50 80.50 80.50 87.50 37.90 
2x12 83.50 83.50 83.50 87.50 87.0! 
No. 2 Dimension 
2x 4 77.00 77.00 77.00 77.00 77.00 
2x 6 77.00 77.00 77.00 77.00 77.00 
2x 8 77.00 77.00 77.00 77.00 77.00 
2x10 77.00 77.00 77.00 77.00 77.00 
2x12 77.00 77.00 77.00 77.00 77.0 
(Boards graded No. 1, flat 


2. & at 
price; no price for straight No. 2. Mills 
do not grade out No. 3 dimension sep* 
rately as in fir.) 


ct, 
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No other manufacturer offers you this 





XN 


Complete line of insulation board products 








A superior interior finish line—including 
tile, plank, board and Lok-Panels; also in 
thin board. Predecorated — Sta-Lite, Kolor- 
Fast or Variegated finishes provide special 
wall and ceiling decorative effects. 





Famous Nu-Wood Shadow-Line Bevel gives 
“pencil line’ joint lines to suit the modern 
trend toward simplicity in interior decora- 
tion. Elimination of bead on Nu-Wood Plank 
also aves modern, streamlined appearance. 


Nu-Wood sturdy structural insulation board oo 


Supplementing the Nu-Wood interior finish line is a com-. 

plete line of Nu-Wood structural products, including extra 

strong Nu-Wood impregnated insulating sheathing, Nu-Wood 

insolating lath, Nu-Wood roof insulation, Nu-Wood shingle 
. underliner and Arrowhead board. 


Plus Nu-Wood acoustical tile 


new beauty. 





Nu-Wood Insulating Sheathing 
—exceptionally strong nail-holding 
sheathing impregnated with asphalt 
waterproofing agent for maximum 
weather protection. 25/32” and 
1/2” thicknesses. 





Nu-Wood Insulating Lath—easy- 
to-handle units—V-type tongue and 
groove joints provide interlocking 
long edges—square cut ends—low 
thermal conductivity for maximum 
insulation. 





Nu-Wood Shadow-line Board— 
distinctive, pencil-thin shadow-line 
bevel, at no extra cost, eliminates 
need for batten strips or other 
special joint treatments — provides 
pleasing wall appearance. 








BuitpInG Propucts MERCHANDISER 








Provides modern sound correction—better looking application because 
of the famous Nu-Wood Tongue and Groove Joint and Clip System 
application for self-aligning tiles. Distinctive Shadow-Line Bevel for 


Nu-Wood Shingle Underliner— 
provides popular deep shadow lines 
when used as first course—gives 
added insulation when shingles are 
applied — cushions shingle nailing 
shock—saves time, eliminates waste. 


Arrowhead Board—a utility-grade 
insulation board fulfills a multitude 
of uses—predecorated for low-cost 
interior finish for farm buildings, 
summer and lake cottages, homes. 


31 
































"That tree is going to solve a lot of problems’ — 
And, if you have a lumber products or Plywood 
problem, PAMUDO can help you, too! Prompt 
delivery of your requirements of stock Millwork, 
Fir and Pine Plywood is provided by PAMUDO'S 
Warehouse distribution in five major markets. 
For your straight or mixed car needs of West 
Coast lumber products contact our Tacoma office. 


IF YOU HAVE A WOOD PRODUCTS PROBLEM, CALL 


Pamudo 


(PACIFIC MUTUAL DOOR CO.) 


GENERAL OFFICE ~- Direct Shipments... 
Straight and Mixed Cars. 
Lumber and Lumber products . . . Fir and 
Pine Mouldings, Doors, Plywood and 
Cut-Stock 
Stock Millwork—Cut-to-size Industrial Plywood. 
TACOMA BUILDING, TACOMA 2, WASHINGTON 
Warehouse stocks of 


Plywood « Doors 
Mouldings « Stock Millwork 


WAREHOUSES IN 5 PRINCIPAL CITIES 
e St. Paul 4, Minnesota 
e Kansas City 5, Kansas 


e Chicago 38, Illinois 
e Baltimore 31, Maryland 
e Elizabeth, New Jersey 
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Letters to the Editors___ 


King Lumber Employes to Read Speech 


Dear Mr. Hood: It was my privilege to hear your 
excellent talk given before the Convention of the 
Mountain States Lumber Dealers’ Association in Den- 
ver. * 

May I say that I enjoyed your speech very much 
and have given it a great deal of thought since re- 
turning home. I think it was so good that I wish all 
iny fellow employes could have heard it too. I am 
wondering if you would send me a copy of your speech 
so they all might read it. And I’d like to keep it for 
reference throughout the year. 

Harold D. Bird, assistant manager, the King Luin- 
ber Co., Loveland, Colo. 


Sales Training Films 

To the Editors: We have returned the Sales Train- 
ing Films. Our men enjoyed them and we feel they 
obtained knowledge from these films which would 
have been impossible to teach by any other means. 

The messages contained in the films were very 
timely. 

We hope that, at some future time, we may have 
the pleasure of using these films again. 

Sam Krauss, M. L. Claster & Sons, Inc., Belle- 

fonte, Pa. ' 


Ask for the 100 Points 
To the Editors: 

We should like to obtain one hundred (100) copies 
of the reprint covering the following: 

How much do our retail salesmen really know about 
the products they sell? 

Product knowledge at the management level. 

Twenty services a dealer seeks and expects from 
his manufacturers’ representatives and wholesalers’ 
salesmen. 

Twenty cooperative steps that manufacturers’ rep- 
resentatives and wholesalers’ salesmen can take to 
assure mutually profitable dealer cooperation. 

Ewing Stumm, manager, Sales Training Depart- 
ment, The National Cash Register Company, Day- 
ton, Ohio. 


Thank You for Telling Us 
To the Editors: 
We are getting some splendid suggestions out of 
the American Lumberman at the present time. 
E. C. Alexander, Alexander Lumber & Fuel Co., 
Kansas City, Mo. 


To the Editors: 

I think the work you and your publications are 
doing along the lines of encouraging retail building 
merchants to do a better job is outstanding. 
with a great deal of interest your editorials covering 
the panels and thought they were very well done. 

L. G. Everitt, Vice-president, 
The Long-Bell Lumber Company, Kansas City, Mo. 


ABC's of Personal Progress 


cL a ie FNS a ae oT . 
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To the Editors: We are interested in obtaining re 7 
prints of your editorial, “The ABC’s of Personal % 


Progress,” published in your issue of February 11th. 


If it is possible to get these, we would appreciate§ 


your sending us 50 copies. 
Ernest V. Barre, president and treasurer, Halven 
& Martin Lumber Co., Brattleboro, Vt. 
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—says T. W. Evans, store manager, 
Baird Lumber Company, Houston, Texas 


4 


Mr. Evans—"‘Jack” to his many good 
customers—knows the impact and sales 
value of SKIL national advertising. 
Not only does SKIL give us the most 

vertising, but the best,” he says. ‘“The 
‘How To Do It’ plans offered in SKIL 
n.tional ads pay off at our cash register. 
They build customer interest and store 
trafic. Most important, folks come in 
here with those SKIL-Charts and the 






SKIL 
SKIL Home Home Shop 
Shop Saw Drill Kit 


There are 16 Tools In The SKIL Home Shop Line .. . The Most Complete Line~ 


Buitp1nc Propucts MERCHANDISER 





desire to do home projects themselves. 
We give them a demonstration of SKIL 
Home Shop Tools and the sale is made. 

“Not only that,” Evans adds, ‘‘but 
we do a big volume in accessory sales. If 
you ask me why we sell the SKIL line, 
I'd give advertising, successful advertis- 
ing, as the big reason. You can’t beat 
the quality of SKIL tools, and that goes 
for SKIL advertising, too!” 


SKIL 
Home Shop 
Belt Sander 





Ow fo do it ads pre-sell customers 


—that’s why we build big profits with 
the SKIL Home Shop Line!’’... 


For Complete 
Information About The 
SKIL Home Shop Line, 
Get In Touch With Your 
SKIL Wholesaler Now 





SKIL Products are made only by SKILSAW, Inc. 
5033 Elston Avenue, Chicago 30, Illinois 


Skilsaw Factory Branches in 34 Principal Cities 


In Canada: Skiltools, Ltd. 
3601 Dundas Street West, Toronto 9, Ont. 
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Beauty. Adaptability Economy- 
Sell All 3 With Plywood Siding 


EVERYONE profits when the bill of materials calls for Exterior 
plywood siding. You get your regular margin on an order that 
calls for some 40 to 45 4’x8’ panels. Your builder-customer will 
be able to cut application time and costs by one third. Home 
owners will appreciate the enduring beauty and easy mainten- 
ance of split-proof, puncture-proof Exterior plywood siding. 


Plywood simplifies your inventory and storage problems, too. 
Just one material—the same durable panels you sell for barns, 
billboards and many other jobs—fits any style architecture, 
any siding design. Versatile plywood creates design effects 
possible with no other material—attractive wide lapped siding, 
picturesque board and batten, modern flush surface. In your 
warehouse plywood stacks neatly, requires less space, doesn’t 
have to be treated with kid gloves. 


| | Douglas Fir 











AMERICA’S BUSIEST BUILDING MATERIAL 


*PlyShield® is the siding grade of waterproof-bond Exterior-type 
plywood. One side is of highest appearance; for economy, limited 
defects are permitted in back. For use as siding, gable ends, etc. 
Other Exterior grades with 2 faces of highest appearance are 
available for single wall partitions, fences, etc. 











Dealer Moves Storage Bins, 
Hikes Plywood Sales 40% 





A year ago Owner-Manager J. E. Young 
of Stewart Lumber and Hardware Co., 
Seattle, Wash., moved his plywood stor- 
age bins from the upper level of a little 
used shed to a spot near the driveway 
clearly visible to all customers. 

“That’s all it took,” says Young, “to 
jump our plywood sales about 40 per 
cent—and that’s a conservative estimate. 
The new bin location makes them easier 
to fill and even easier to load trucks to 
fill orders.” 

Young says that customers usually 
stop at the bins, look over price and 
grade tags and often pick up a couple of 
panels. ““Everybody,” he says, “has a 
use for plywood, providing you remind 
him of it by putting it out where he can 
see it.” 


FHA Accepts ¥%” Plywood 
Over Rafters 24” O.C. 


On the basis of recent tests and experi- 
ence data, Federal Housing Administra- 
tion now accepts plywood %6’’-thick as 
roof decking over rafters spaced 24’’ on 
centers, according to a letter from Curt 
Mack, assistant commissioner of the FHA 
underwriting office, to Douglas Fir Ply- 
wood Association. A revision of FHA 
Minimum Property Requirements is 
planned; meanwhile, FHA at Washing- 
ton (Underwriting Office) will advise any 
insuring office upon inquiry that *.” 
“Kgpenes over rafters 24’’ on centers will 

e accepted. Plywood roof deck thick- 
nesses now accepted by FHA are shown 
below in tabular form. 











Roofing Max. Rafter Min. Plywood 
Material Spacing Thickness 
) 7 7% 
Wood, Asphalt a oe 
° 8 
Shingles 24" Ya" 
” VY" 
Slate, Tile, - ame 
Asbestos-Cement 24" 54" 
1 6” ¥%" 
Flat Roofs 20” Yo" 
24” 5” 

















*Under wood shingles: If plywood is less than 
Ya” thick, apply 1” x 2” nailing strips. 
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Cuts Time and Labor Costs 
By One Third With Plywood 





'vidence of how plywood’s size and 
eas) workability help reduce building 
costs is furnished by this striking Oregon 
residence. Owner-builder H. J. Cox re- 
ports application time and costs were 
cut by one-third with plywood siding. 
According to Cox, “‘the plywood siding 
looks as good as the day it was painted— 
alter over four years exposure to our 
rainy Northwest weather.” Architect 
Percy D. Bently specified the interesting 
batten detail show below. Exterior ply- 
wood panels were sawn to correspond 
with the bevel of the molding and tightly 
fitted with a sealing of white lead paste. 
The siding—4’x8’ sheets, cut to 2’x8’— 
is painted beige, the molding tobacco 
brown. 


EXTERIOR PLYWOOD 


BUILDING PAPER 


BATTEN 


WHITE LEAD PASTE 


SHEATHING 





Amateur Boat Builders 
Are Prime Plywood Prospects 


Every year about this time, outdoor 
enthusiasts in every neighborhood with- 
in driving distance of water begin think- 
ing about the pleasure of owning a boat 
of their own. To help dealers cash-in on 
this growing market for Exterior ply- 
wood, Douglas Fir Plywood Association 
has prepared a complete set of sales-tools 
including advertising mats, easy-to-follow 
boat plans and building instructions, a 
alog which lists the sources of over 
‘\) plywood boat plans, folders giving 
‘terior plywood grade-use data and an 
ractive counter display piece for boat 
pans. Write Douglas Fir Rowced Asso- 
ciation, Tacoma, Wash. 


o 


a ry boo 








©1952, Douglas Fir Plywood Association 
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Are You Getting Your Share 
Of These Easy Impulse’ Sales? 


TALK ABOUT EASY SELLING! You get it with new small-size ply- 
wood HANDY PANELS and this customer-stopping self-service 
display rack. And no wonder! Everyone wants easy-to-use, 
easy-to-carry HANDY PANELS—basement builders, home-crafts- 
men, school shops, local stores. 


Place HANDY PANELS in your display room to cash-in on 
impulse buying . . . or move them outside to catch sidewalk 
traffic. This new display rack makes small space work over- 
time—holds over 800 feet of plywood, yet takes only 10 square 
feet of floor space. Colorful, factory-applied labels identify 
HANDy PANELS by type and grade, have room for you to write 
in your per-panel selling price. Customers choose the panels 
they want ...pay your cashier...carry them home. It’s that 
easy! Your customer serves himself... sells himself. Call your 
regular plywood supplier for details. 


wwe Phywood afl) 
handy panels 


EASY TO USE, EASY TO CARRY, EASY TO SELL 


Handy panels are top-quality fir plywood, produced in strict accord 
with Commercial Standard CS45-48. Made in both Exterior (EXT-DFPA) 
and Interior-type. Panel sizes: 2’x4’ and smaller. Handy panels selling 
aids include window banners, plans, folders, ad mats. See your ply- 
wood supplier or write Douglas Fir Plywood Assn., Tacoma 2, Wash. 
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In Beautiful Colors that last 


Johns-Manville 








J-M Smoothgrain 
Asbestos Siding is fire- 
proof, rotproof, weather- 
proof and never needs paint 
to preserve it. 








Sn The smooth-surfaced asbestos siding with deeply | 


embedded ceramic granule texture and color 
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VIEWED FROM ANY ANGLE, J-M Smoothgrain Asbes- 
tos Siding has a strikingly “grained” texture, yet the 
surface is actually smooth. 


This smooth surface resists soiling because it has no 
grooves to catch dirt. The rich “grained” texture and 
lasting colors are achieved by colored ceramic granules 
deeply embedded in the asbestos-cement. And this “grain- 
ing” is so striking, it is hard for the eye to distinguish 
the vertical joints. 


Smoothgrain Asbestos Siding has the same cross- 
section throughout. This makes it stronger, easier to cut 
sharp edges without chipping. 


Send for the free full-color brochure that shows the 
outstanding variety of beautiful colors in which 
Smoothgrain Asbestos Siding is made. Write Johns- 
Manville, Box 60, New York 16, N. Y. 


JOHNS -MANVILLE 


¥/)| Johns-Manville 


Smooth surface... 
no grooves... yet 
beautifully 
“grained! 


saosin sensnansov snennannananninennnese-+-+nsnnmnasien. vw nwannmnanaanaannnsannsssinannnnrarnonibese 


LINE YOUR LEVEL against the surface of 
the new J-M SMOOTHGRAIN Siding .. . 
you'll find it smooth and true. Look at its 
beauty from any angle... you'll see a rich 
texture of striking character! 
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Paint... Consumer Traffic Builder 


Emphasis on Paint Promotion Means More Sales of Everything 


Perhaps, next to a sense of humor, one of God’s 
greatest gifts to man is color. What a drab world 
we would have without the magic beauty of rich 
color! 

From the earliest dawn of history when pre- 
historic man experimented with the pigments of 
nature, paint has been the servant of man... 
bringing the freshness of color and preserving 
his property. 

One of man’s first important discoveries was 
that with paint he could improve on nature. Prob- 
ably the lipstick closely followed the fig leaf... 
after the apple incident . . . and the paint brush 
didn’t lag far behind. 

Today, next to a new dress or hat, there’s noth- 
ing that intrigues a woman more than an oppor- 
tunity to get a paint brush in her hand. She has 
a natural craving for style, color, decorative har- 
mony and good taste in her home environment. 
The man’s interest is a bit more practical... 
paint to him means good maintenance for his in- 
vestment. But because they both have this intense 
interest in paint, sales of the industry now total 
over a billion dollars yearly. 


Two-fold Opportunity 


Paint therefore provides the dealer with a two- 
fol’ opportunity as an active traffic builder and 
a source for solid profits. 

It is a well known fact that women control more 
than half our wealth, direct more than 80% of 


all family expenditures and are the beneficiaries, 


of 85% of life insurance. But it is not so generally 
known that 65% of all paint is applied by the 
homeowner rather than journeyman, professional 
painters. 


Consumers seldom think of home improvements 


Buitpinc Propucts MERCHANDISER 


today without serious consideration of color so 
the buying traffic of both men and women gravi- 
tates to the well equipped paint department. Asa 
volume builder a paint, wallpaper and decorative 
materials section can account for 12% or more 
of a building material dealers sales . . . and the 
profit margin is excellent. 


Paint Always Needed 


Among the hundreds of items in the modern 
dealer’s inventory, paint is the most universally 
used of all . . . more so even than lumber. Lum- 
ber is a basic construction material related to 
other building products. Paint and varnish, how- 
ever, protect and beautify the surface of all mate- 
rials including, and most important, lumber. 

The dealer is in an excellent position to control 
both amateur applied and professionally applied 
paint in his market. Paint, as well as hardware, 
are logical items to closely integrate with other 
building material sales. 

It is not by accident that more and more paint 
and hardware products are being distributed 
through lumber dealers. 

The thoughtful dealer will, therefore, train, 
stimulate and motivate his selling manpower to- 
ward even greater volume in the paint depart- 
ment. 

To paraphrase a time tested slogan . 
Up and Clean Up” some extra profits! 


». “Paint 
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Step up your 
Paint Profits 
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TOTAL 1951 SALES of the en- 
tire paint industry reached 
$1,181,009,281, or a 4.7% increase 
over last year. The NPVLA esti- 
mates that this year’s will be even 
higher. 
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COLOR CONTINUES to be the dominant sales factor among retailers all 


over the country. 


it. Stebbins Anderson of Towson, 


Displays should be keyed to it, slogans written about 
Md., uses simple props like ladders, 


target circles, and colored background paper to build this effective display. 
The firm also employs a color stylist to give'free advice on color problems. 


Know Your Paint Potential 


Paint is today’s greatest dollar value of all 
building materials. More and more manufacturers are 
entering the market, as the swing toward amateur appli- 


cation increases. 


With markups high, stock 
turnovers rapid, and amateur 
application well on the upswing, 
paint retailers are all set to 
enjoy a more profitable year 
than ever before. With over 
1300 manufacturers competing 
fiercely for the market, total 
sales for last year again were 
way above the billion-dollar 
mark. One paint maker, in fact, 
reported a gross increase of 
277% since 1940, and since 1948 
the industry as a whole reports 
gains of 50% or better. Nothing 
appears to stand in the way of 
a steady increase for 1952, espe- 
cially in interior paints — the 
kind that amateurs can apply. 
From these facts, it’s apparent 
that any retailer of building 
materials who doesn’t carry 
paint is like the proverbial gro- 
cery store who sells cheese and 
yet steadily refuses to take on 
crackers. 
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Ten years ago it was a dif- 
ferent story. Paint was strictly 
a seasonal item, with its usual 
ups and downs and 60% de- 
pendent on tradesmen. Today 
it’s neither of these. It’s a well- 
established year-round business, 
with 65% of sales going to ama- 
teurs, the rest to professionals. 
One major explanation of this 
reversal can be traced to the 
synthetic rubber program that 
developed during the last war. 
With latex running out of our 
smokestacks, as it were, a new 
use for it had to be found. Lab 
men came up with latex as a 
paint binder—and the rubber- 
base paint industry was born. 
As a result, interior paint sales 
boomed. Already they’re up 
30% over last year. 

Paint technology keeps ad- 
vancing, sometimes too fast, so 
that sales inevitably lag behind. 
Nevertheless the dealer can’t 
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afford to ignore new develop- 
ments in the industry, however 
tast they may come. As one 
eastern paint manufacturer 
views the picture, the trends in 
the industry that bear watching 
are these 

1—Rubber-base paints 

2—Odorless paints 

3—One-coat house paints 

4—Vinyl-base paints 

5—Color systems 

6—Breather paints 

7—Rust inhibitors 

8—Chemical-resistant paints. 

9—Silicone coatings 

To this list add the follow- 
ing: fast-drying primers, insect- 
repellent paint, rubber - base 
exterior paints (still in experi- 
mental stage), pigmented pri- 
mer-sealers, and colored stains. 
Color—already being splashed 
with great, deep-tone frequency 
over interiors—is soon to spread 
to exteriors, with muted earth 
tones dominant, however. Deal- 
ers, their salesmen and sales- 
women (for women are by na- 
ture the best color experts) can 
never become “color engineers,” 
but at least they should have a 
working knowledge of the sub- 
ject. 

There has always been 4 
trend toward specialized paints 
—paints designed for specific 


surfaces. Dealers who don’t al- Ff 
ready stock them might be in- . 
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FARM HOUSES offer plenty 


own repainting. 
can show them: 


terested in cement and stucco 
paints, lacquers, water - clear 
varnishes, the new stain-waxes, 
and acoustical tile paints (also 
used for cinder block, brick, 
concrete, and unglazed clay 
tile). There’s even a smokestack 
paint, and it’s just what the 
rural dealer ought to order for 
ailing silos, corncribs, and other 
metal farm buildings. 

lf you haven’t heard about 
rubber-base paints, then you’re 
beyond the reach of national 
advertising. By now the house- 
wife is fully sold on the fact 
that these new paints are ready 
mixed, odorless, quick-drying, 
scrubbable—in fact the answer 
to the amateur’s prayer. What 
Is even better, they spread eas- 
ily, don’t sag, and come in rich 
dark decorator tones that are 
the latest style. If ever a paint 
Was made for milady, this ap- 
pears to be it. 

lespite the hullabaloo about 
rubber-base paints, the old 
Stand-by in the business, exte- 
rior white, is still being heard 
from. In fact, outside paints in 
general are healthier than ever, 
Spurred by such new entrants 
as Mr. One-Coat House Paint, 
Which is said to give a 40% sav- 
Ings in labor and materials. The 
advent of the one-coat house 
paint may prove to be a blessing 
In more than one way. It may 
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of potential business for 
dealers, since a large majority of farmers plan to do their 
Here are four color-styling tricks you 
(1) camouflage a too-prominent dormer 



























































chimney, (3) 


reduce moisture problems, al- 
though as yet no test results 
are known. The moisture men- 
ace is one of the dealer’s main 
headaches. What to tell the 
customer, how to get the mois- 
ture message across to him— 
these questions have bothered 
dealers since they first started 
selling paint. Paul Cadwalla- 
der, Pennington, N. J., dealer, 
was getting so many com- 
plaints, in fact, that he went 
to Washington to give an 
account of them before the 
Building Research Advisory 
Board. 

More than 80% of the na- 
tion’s homes have not been 
painted in the last five years. 
That means a potential of at 
least $306,000,000 worth of 
paint, according to the National 
Paint, Varnish & Lacquer As- 
sociation. A midwestern maga- 
zine survey indicates that 30% 
of the farmers in the area plan 
to repaint their houses within 
a year. What is even more sig- 
nificant, 89% of them intend to 
do the work themselves. This 
offers a chance for rural deal- 
ers to cop sales that ordinarily 
go to paint and hardware stores 
(farmers still show a prefer- 
ence for buying from these in- 
stead of building materials 
stores, especially interior 
paints). If dealers would offer 
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by painting it roof color, (2) do same to de-emphasize a 
remove gingerbread front porch and give 
front door a color sock, (4) flatten out a too-high house 
by accenting horizontal lines. 





LATEX BASE PAINTS consist of 
small rubberized particles dispersed 
in water, which when magnified re- 
semble ping pong balls coated with 
rubber cement. These paints are 
easily applied with brush or roller 
but tend to darken slightly after 
application. 


a complete line of “Decorating 
Supplies,” the farmer might 
change his mind. 

In taking on new paint lines, 
or maintaining old ones, dealers 
should look for specific infor- 
mation, not just generalities. 
They should also insist on being 
given advance data, because the 
best way to lose a new product 
sale is to be ignorant of it. Don’t 
be afraid to take on new lines, 
but be sure you find out what 
point-of-sale displays the man- 
ufacturer can supply vou with, 
what his consumer advertising 
amounts to, and whether or not 
he has a field representative to 
instruct your salesmen. 
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Step up your 
Paint Profits 





Selling Paint 
Is Selling 
Color 


Today’s customer de- 
mands not only a can of 
paint, but intelligent ad- 
vice on how and where to 
apply it for the best effect. 





By PAUL R. BEWIE 
General Manager Trade Sales 
The Sherwin-Williams Co. 


What brand? 

How much of that brana? 

What kind of fixtures? 

How much space? 

These and a hundred other 
practical questions usually come 
first to mind when a retail 
building materials dealer or a 
lumber store operator decides 
to add paint to his line. 

But pressing as these prac- 
tical considerations are, there 
is another that must be given 
first attention. That is the deal- 
er’s attitude toward paint. 

Entering the paint business 
calls for some real soul-search- 
ing about one’s sales philosophy. 
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PAINT SALES INCREASED $17,360 for the Five Points Lumber Co., Jackson, 


Tenn., with the widespread use of manufacturers’ sales aids, says H. P. Tomlin, 
vice-president, far right. These aids consisted of 61 color and style guides which 
went out on loan. Each loan averages $15 in sales. 


Because paint is so intimately 
associated with the other prod- 
ucts that a retail building ma- 
terials dealer or lumber store 
operator sells, it is easy to look 
upon it as a self-selling sideline, 
in the same category as nails 
and screws. 

Many a paint dealer has 
learned to his sorrow that paint 
can’t be sold that way! 

A certain amount of paint will 
always be sold simply because 
it is paint, and hence provides 
the protective cover most struc- 
tures need. But in today’s highly 
competitive market, sales result- 
ing from this unique ability of 
paint will hardly keep an opera- 
tion in the black. 

To make his paint sales opera- 
tion profitable, the dealer has to 
start with an entirely different 
point of view. He has to decide 
at the outset to merchandise his 
paint aggressively, not merely 
as paint, but as color. 

Only if he is determined to 
give his customers a complete 
paint and color service can he 
hope for the measure of suc- 
cess he wants to achieve. 

Experience indicates that this 
basic decision is becoming in- 
creasingly urgent. Accustomed 
to the convenience of one-stop 
shopping for groceries, auto- 
motive supplies and hundreds 
of other daily-living needs, the 
public expects to satisfy deco- 
rating needs with equal facility. 
Gone are the days when the re- 
quest, “A can of white paint, 


June 


please,’ was all that a customer 
asked of the dealer. Today that 
same customer demands intelli- 
gent advice on color schemes, 
color harmony and decorating 
trends along with information 
suggestions on what type of 
paint to use where. 

Failure to understand this 
shift in buying habits—failure 
to understand the necessity for 
paint and color service—is an 
invitation to failure of the en- 
tire paint sales operation. 

With the basic decision to pro- 
vide a complete paint and color 
service made, the rest is rela- 
tively easy. 

The first step is to survey 
the potential market for paint. 
With the aid of progressive 
paint manufacturers, it can soon 
be determined whether the po- 
tential volume warrants estab- 
lishment of another paint out- 
let in a given area. 

If the survey is favorable, the 
next decision revolves around 
the brand of paint to be carried. 
Is it an_ established brand, 
backed by aggressive advertis- 
ing and merchandising aids? Is 
it broad enough to provide the 
varieties of paint and the scope 
of color today’s market de 
mands? Are the merchandising 
tools available from the manvu- 
facturer such that they promote 
the basic idea of a complete paint 
and color service? [ 

Given a brand that meets 
these requirements fully, the f 
problems of fixtures and depart- 
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THE NEW MODERN WOOD 
WINDOW THAT "SWINGS-IN" FOR EASY CLEANING 
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a Greatest Window Development ~ 
In Building Hi 

| n Building history 
mer 
hat 
elli- The Etling Window is made for up-to-date living! No more 
nes, stretch and strain when Mrs. Housewife washes windows. 

in Se . ; 
aan She just pushes a tab and the sash swing in for easy clean- 

ing. Open or closed, both sash slide up or down. 

0 g p Pp 

Look at these outstanding features: A packaged unit, primed, 
0 tested and reinforced with corner bracing. Packed singly in 

for cartons or crates . . . Built of certified kiln-dried California 

an Redwood .. . Easily installed . . . Ten smart styles to match 

- every home plan . . . Competitively priced to give you fast 
pro- turn-over at peak profit. Don’t wait! Join the growing list 
olor of Etling dealers today. 
ela- 

“CLEAN - EASY" PICTURE WINDOW 

rvey Etling Picture Window is available in a wide choice of window styles. 
1int. Center section single-glazed with plate, Twindow or Thermopane glass, 
Sive anked by “In-Swing” sash. Entire outside glass area can easily be 
soon " cleaned from the inside of the 

po- 7 house. 
tab- 
out- 
, the 
yund 
ried. 
and, 
rtis- ETLING WINDOW 
” Is Dept. AL-6 

the Barberton, Ohio 
cope Please send me F y 
de cerning Sting Wisseee™? Mormon con 
is ing 
ON 4», 2p Te eee eee eee eee 
mote FF i 
yaint fp WINDOW —— fp SOB ccc cceesee, 
1eets BARBERTON, OHIO = —-_-_—_—_— BEER eee te eee eeees 
the : 
jurt- § * Trademark property of Weather Seal, Inc. 
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Keeping inventory at a prof- 
itable level is a matter of com- 
mon sense, no different from 
































keeping inventories of other 
materials in line. However, in fours 
order to conserve working cap- 
ital, the dealer is wise to select 
for sale the products of a manu- 
facturer who can give him quick : 
delivery from strategically |o- THI: 
cated warehouses. 
. : The n 
eek hin otter | Since accessories — brushes, wn 
2 color ** —__ roller-coaters, sandpaper, putty, _ 
made easier with of the 
the aid of this etc.—are an important part of 
color card show- a complete paint and color serv- homes 
pe 16 colors and ice, they, too, must be readily [have 
colors for ench It available to the dealer. To con- ff years. 
makes it easier Serve his time for selling, his model 
for the housewife paint supply organization should groves 
— = srauiea be able to furnish him with rep- J. 
hie taredebinan. utable, tested accessories. And tan 
the merchandising tools needed PP 
to sell these important profit [constr 
items should be as readily avail- 
ment layout is relatively unim- are determined on the basis of able to him. WH 
portant. An effectively adver- market potential. No reputable Such ready cooperation from 
tised brand, backed by effective paint manufacturer will “over- a close-at-hand warehouse will 
merchandising aids, can be sold load” a dealer, nor will he per- relieve him of many purchasing 
profitably with no special fix- mit the dealer to open shop with details, give him more time to 
tures at all other than those less material than is needed to concentrate on rendering the 
needed to store and display the render the complete paint and paint and color service that 
paint. color service that is his stock in’ prompted him to add paint to 
Initial inventory requirements _ trade. his line in the first place. 
- — - = ees a new 
in eas 
them 1 
Wleet YOu they n 
living 
BARBECUE FRIENDS per co 
more than half way YOL 
HOME 
Tell them, “Certainly we can furnish every- — 
thing you need to make the finest outdoor — 
cooking fireplace in the world . . . all the mason ap 
materials, yes, and the metal parts, too . . . the ah 
e ° a 
complete units, grids, doors and cranes, all rde 
made by Donley Brothers and made to last for or Go 
. 7] e and it 
many years. . . That isn’t all, we can furnish ey 
you plans and pictures that guide construction designs and informa- that y 
and show the finished result — all in the booklet, tion. Price to the pub- he sar 
Donley Outdoor Fireplaces . . . Take a copy. lic 25 cents. Arrange for hi 
Think it over and come back.” for a supply at dealer - 
rates. 
The Donley Brothers Co Postsns 
y - Outdoor Fireplaces 
13928 Miles Avenue Cleveland 5, Ohio 7 25 
- — — = —_ — a a ———— 4 
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THIS NEW PROFITABLE MARKET FOR YOU 


The new market that HOME magazine is 
designed to contact for you has grown out 
of the tremendous number of incomplete 
homes and expansible type homes that 
have been constructed in the last dozen 
years. In addition to this market is the re- 
modeling of older homes that has been 
prevented by scarcities of materials during the war years. All 
in all the market has been estimated by the U. S. Govt. as 
approximately 4 billion dollars. Add to this the market for new 
construction and your potential is tremendous. 





wHY HOME MAGAZINE IS SUCCESSFUL 


The reasons behind the success of this new 
sales program to your actual and potential 
customers is simple. HOME becomes a per- 
sonal salesman for your company.... He 
enters the homes of your present and po- 


tential customers four times a year and 





shows them attractive pictures of what can 
be done to beautify their homes or build 


a new one. 


Not only does he show them but he tells them 
in easy to read how-to-do-it articles. Then he politely reminds 


them to come into your store for the materials and products ‘ 


they need. All this is done in the privacy of your customer's 


living room at his own leisure time at very low cost of just 11¢ 
per contact. 


YOUR CUSTOMER WILL THANK YOU 


HOME is personally ad- 
dressed. It comes through 
the mai!, in the same man- | 
ner as Better Homes & 


Gardens, House Beautiful, 






or Good Housekeeping. It is colorful, is big 
and it contains the valuable information 
that your customer wants. He looks forward to it, he reads it, 
he saves it and best of all you'll find that he'll come to you 
for his needs, often with HOME tucked under his arm. He'll 


thank you not just in words, but in new business. 


THIS IS WHY 200 BENEFIT 


You benefit because it is your very own magazine—your name 
is on the cover—you are referred to in the articles and ad- 
vertisements inside. The reader knows that you have the mater- 
ials and products that HOME talks about. This is why HOME 
has grown in seven months from just an idea to well over a 
quarter of a million copies and from zero to.over a thousand 
lumber dealers who are currently sponsoring HOME in their 
communities. 


HOME costs LESS THAN 
1¢ PER NAME PER WEEK 


HOME magazine itself costs you nothing be- 
cause the cost is absorbed by the national 
manufacturers of building materials who advertise in HOME. 
The only cost to you is a service charge of handling your mail- 
ings—and paying the postage. This charge is 44c per customer 
per year—or less than 1c per week. Look at all you get—we 
make personal mailing plates for each name you give us, we 
imprint the covers of HOME with your company name, we 
handle and wrap each magazine, we take care of all correc- 
tions and we pay the postage, too. All this plus a big 68 page, 
four color magazine of your very own for less than Ic per 
name per week. This is the biggest bargain ever offered 
lumber dealers. | 


HOW CAN IT BE DONE FOR THAT PRICE? 
HOME Maintenance & Improvement carries advertising of na- 
tionally distributed—reputable building products—the types 
you handle in your yard. All editorial and advertising is aimed 
at helping you sell these products. You get the advantage of 
both—in your very own magazine. That's why HOME Mainten- 
ance & Improvement is really a sales promotion program for 
you—paid for largely through the advertising of the manu- 
facturers in this industry. 
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PLYWOOD ISLAND DISPLAY employs step-up shelving, 
with one shelf painted dark tone to contrast with others. 
Paint chips are mounted on attractive panel, are keyed 
by name to match cans. Using colors in one way or an- 






Step up your 
Paint Profits 





ONE WAY TO RING up cash sales is 
through the constant use of point-of- 
sale display aids supplied by manu- 


facturers. These encourage last- 
minute purchases, not only with small 
accessory items but with specialty 
paints too. They are also of value in 
dressing up windows. 
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A SURE-FIRE IDEA FOR promoting 
rubber base paints is to demonstrate 
their scrubability. Let the housewife 
herself remove stains, inks, shoe pol- 
ishes, etc., from test panels to get the 
feel of these new paints. Let her apply 
them too for their quick-drying pos- 
sibilities. 
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other, with fabrics, with furniture—these give people an 
idea of how certain shades of paint work outside the 
can, and that’s the kind of help they’re looking for in 
answer to their decorating problems. 


’ 


USE A DRAW-DOWN BAR in d scien- 
tific demonstration to show your cus- 
tomers how well a new one-coat house 
paint covers. Bar is part of sales kit 
supplied by manufacturer. It spreads 
a series of measured amounts of paint 
with true accuracy over black sil- 
houette. 
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FAMILIAR SHAPE OF COLOR CHIP is used to excellent advantage in the 
Lewers and Cooke building materials store in Honolulu. 
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Hardboard panels 


attached to vertical strips turn whole wall into enlarged color card and elimi- 
nate need for departmental sign. Panels contrast nicely with neutral wall and 
dark, natural wood cabinet work. No attempt is made to bring paint cans out 
in the open. Color does all the work. This section of store is also used as 


planning center. 


Photos: courtesy Pittsburgh Paint & Glass Co., O’Brien Corp., Devoe & Raynolds Co 
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FOR SMALL STORES especially, it’s a good idea to get 
your paint department up front where customers can see 
it from the street. Island accessories are separated from 
Paint, but are in close proximity. Wall shelves hold small 
sizes of paint cans, but top shelves are too high to be 
of value to customer who wants to browse. 
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NEWER TYPE OF SHELVING borrows ideas from super 


market. Continuous shelves are easily accessible, encour- 
age browsing because of absence of customary vertical 
sectional dividers (strong visual barriers). Department 
sign above is dressed up to replace usual paint sign. 
Paint and accessories are mixed but follow in order. 
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Everyone . . . particularly the insect .. . 
agrees there's no steel screening like Opal! It’s ... the exclusive feature that gives extra strength, ¢ 
; perfect wire alignment, better tacking surface. t 
precision-made .. . drawn and woven by the best 
craftsmen in the industry. ...lies flat when unrolled... can’t snap back. } 
Opal not only looks better, it lasts longer, ' , — : | 
: ios tins iil Shiai tie ancient No fumbling with rulers... Opal Screening is plainly j 
ne ee ee ee, ee ee eT marked in six-inch and one-foot measurements. | 
value for every foot. Look over the features .. . ( 
they'll show you and your customers why Opal is ... precision-drawn wire, expert weaving ... these ¢ 
America’s most popular screening make Opal the most uniformly perfect screen you i 
, can buy. c 
...ho stretching or pulling during installation... : 
fits frame perfectly on all sides. 
Full-gauge, hard-drawn steel wire with weather- : 
proof white satin finish. 
Opal is the screening for building volume, I 
“*,..1f you can’t send Opal, repeat sales, profits. Order yours now! , 
notify us.’” ens. c 
- ™ ...to Opal are Aldura, the new Alclad aluminum t 
-+- Ship only Opal. alloy that doesn’t stain, and Liberty Bronze, a I 
“...35 rolls—and please superior full-gauge wire that defies weather. ; 
be sure it’s Opal.” é 
““,.-You spoiled me for : 
other screening.”’ ¢ 
“*...Same as the last time ¢ 
e+» Opal, with the ruler d 
marks on the side.’’ . 
¢ 
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Colorants Lick Color, 
Inventory Problems 


Hundreds of colors are now possible with 


small dealer inventory. | 


One day last week in Muns- 
ter, Ind., a woman customer 
showed J. Heikman, manager of 
the Munster Lumber and Sup- 
ply Co., a sample of drapery 
fabric, and posed this question: 

“Can you sell me some paint 
that will exactly match this 
green color in my new cur- 
tains?” 

Five minutes later she was 
happily on her way with a gal- 
lon of semi-gloss wall paint in 
just the right shade. This dealer 
had suecessfully sold another 
customer because of a fairly re- 
cent development in the paint 
industry. The big idea—fluid 
colorants separate from the base 
paint. 

Mixing pigments with base 
paints is actually not entirely 
new, but today progress in chem- 
ical research has given the en- 
tire matter greater importance. 
Because the public now demands 
a wide choice of color, the lab- 
oratories of the paint manufac- 
turers have been under tre- 
mendous pressure to produce 
stavle, new systems that are 
eco} iomically sound from the 
dealer’s point of view. Paint in 
th: ooh of colors, of course, 
couid be produced, but such a 
dealers’ inventory would fill the 
average store and would require 
an inventory of thousands of 
dollars, 

Packing the color separately 
With the dealer stocking only 
base paints, seems to offer at 
least one answer to the problem. 
Each month additional paint 
manufacturers are announcing 
various systems using this basic 
principle, and the variety of 
plans suggests that the final an- 
SWer still may be some years 
away. Here are a few of the 


Buitpinc Propucts MERCHANDISER 


more established methods now 
in use: 

System A. This method uses 
base white paint and base gray 
paint, packaged in the usual 
sizes and the fluid colorants (16 
colors) in metal tubes. The en- 
tire stock of colorants takes only 
a few feet of valuable shelf 
space. The system offers a 
choice of over 1,300 possible 
paint colors and they may be 
mixed with everything from 
house paint to gloss enamel. The 
fluid colorant comes in four dif- 
ferent sized tubes and no meas- 
uring is required by the cus- 
tomer. Two colorants, at the 
most, in various size tubes, pro- 
duce all possible colors. Secur- 
ing deep tones is said to be much 
easier with the seven additional 
base paints that have recently 
been added to this system. A 
solid red, for example, is now 
available as a base color. 

System B. “Wet” color pig- 
ment is dropped into the paint 
can and its wrapper dissolves in 
the paint with this system. Per- 
fected by a former I. G. Farben 
color and dye expert, the color 
is ground in oil to the consis- 
tency of butter and encased in a 
miscible-film that is insoluable 
in oil but soluable in paint oils 
and vehicles. 

Here again the entire stock of 
colorants takes only a few feet 
of shelf space. The dealer stocks 
22 cubes of basic color in four 
sizes and each cube of color is 
used to make from six to 11 col- 
ors. A total of 100 or more paint 
colors are possible. The retailer 
uses the full strength white to 
make the tints. He uses half 
strength white to make inter- 
mediate shades and no strength 
white to produce deep tone col- 


ors. This system may be em- 
ployed for all types of interior 
and exterior paint. The color- 
ants may be mixed by the cus- 
tomer or by the dealer in a 
shaker. The cube of color and 
its soluable wrapper blends read- 
ily into the paint in less than 
five minutes using either method 
of mixing. 

System C. Colorants in metal 
tubes are also employed with 
this method but it is restricted 
to oil-base paint in a choice of 
flat or egg-shell interior finishes. 
The dealer stocks white, light 
gray and dark gray base paints. 
More than 200 paint colors are 
possible with the 12 tinting col- 
ors required for this system. 
Twelve additional tinting colors 
are produced by blending the 12 
basic tinting colors in prescribed 
proportions and order. Base 
paints are packed 7% gal. and 
7% qt. to provide room for mix- 
ing the colorants directly in the 
can. 


System D. Glass tubes of col- 
orants are a feature of this 
system which produces both a 
modern latex emulsion paint 
and custom-color service with a 
minimum inventory. The sys- 
tem offers 18 colors, finishing | 
white and six deep tone colors, 
plus many intermixes. Dealers 
buy only the white base paint 
and receive the tinting tubes 
without charge. 

In addition to the above sys- 
tems colorants are also avail- 
able in cans of suitable sizes 
for mixing with base paints. 

Here are a few typical dealer 
opinions on the use of color- 
ants: 


J. H. Shepard, president and 
general manager, Builders Em- 
porium, El Cerrito, Cal.: “The 
most important angle is the 
fact of low inventory, about 
one third of the normal invest- 
ment. Trade acceptance is fine 
and as improvements came 
along, we added a paint mixer 
which -made the system com- 
plete. We give our customers 
paint fresh as the day it came 
from the factory in all the de- 
sired colors. Later with the 
many additions in color, includ- 
ing deep tones, we have found 
this method has fulfilled our 
greatest aim in paint merchan- 
dising.” 

D. I. Bahnemann, manager, 
Inter-State Lumber Co., White 
Bear Lake, Minn.: “Since we 
~ (continued on page 140) 
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PAINT ACCESSORIES for impulse buying can be placed 
among the paint stock as at Hunt’s, Ysleta, Tex. 
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PANEL DISPLAYS will show your customers that you can 
supply them with a complete line of accessories. Swing- 


ing panels allow you to show more merchandise if space 


is limited. 


Double Your Paint Profits with Accessories 


Make your cash register ring twice: once for paint sales and once for 
the many new, improved accessories on the market. 


Paint accessory and paint 
sales have been rising steadily 
in the past few years. The do- 
it-yourself trend is responsible 
for the nearly 50% gain in paint 
sales since 1948. Naturally, 
there has been an increase in 
accessory sales, too. 

The nation’s paint makers re- 
ported a total of almost $1,181 
million in sales last year. The 
paint accessory manufacturers 
report that for every dollar 
spent on paint today, the aver- 
age dealer sells 13c worth of 
accessories. On that basis, the 
total sales of accessories last 
year reached approximately 
$200,000,000. Some dealers sell 
20% to 25% of their paint sales 
in companion products—mask- 
ing tape, drop cloths, paint 
brushes and dozens of other 
items. 
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Here are some factors which 
have helped increase the sale of 
accessories: 

1. A great increase in resi- 
dential building in recent years. 

2. The $32-a-day average 
wage of a union painter has in- 
creased the homeowner do-it- 
yourself business. 

3. Many new accessories 
which help the amateur do a 
professional job. 

4. National advertising and 
point-of-sale aids at the con- 
sumer level. 

One device that is responsible 
for selling additional accesso- 
ries and cutting paint job costs 
is the paint roller. With a roller, 
you can paint a room in one 
third the time it takes with a 
brush. 

This paint roller has been a 
boon to the sale of accessories 


to amateurs, since union paint- 
ers refuse to use it. The union 
wage scale is much too high for 
the average homeowner, who is 
doing a_ professional - looking 
job with very little of the 
drudgery that accompanies 
brush painting. One house deal- 
ing in paint specialties reports 
that 35 rollers are now being 
sold to every 100 brushes. 
Every year more and new 
improved accessories hit ‘he 
market. Many of them «re 
quick selling, and a smart deal- 
er will stock them as soon as 
the manufacturer starts push- 
ing them in national adveriis- 
ing. If the dealer will only «is- 
play these items, national 
advertising will help sell them. 
Some of the latest accessories 
on the market include a rol ‘er 
applicator with an aluminum 
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SELF-SERVICE DISPLAYS are designed to let customer 
sell himself. About 50% of the cost of a paint dealer’s 


stock should be in accessories. 


ISLAND. DISPLAYS lend themselves to self-service and 
impulse buying. They should be kept restocked and clean. 
Inventory items are kept inside bottom section at Stebbins 


Anderson, Towson, Md. 


cylinder for the paint, which 
seeps through small holes into 
the fabric covering, preventing 
dripping and eliminating con- 
stant dipping; extra lightweight 
synthetic-bristled brushes which 
the maker claims “applies rub- 
ber-based paints easier and 
faster than anything on the 
market”; a paint brush set 
which includes a handle and 
three different width brush 
units, which can be attached by 
screwing on the handle; new 
nylon-bristled brushes which 
outiast the natural kind three 
to five times. 

T\vo other important acces- 
Sorics are: (1) the breather 
tube, which is set in outer walls 
just before painting and which 
dra‘vs the moisture from be- 
tween the walls and from the 
wood, eliminating blistering, 
cracking and peeling; and (2) 
a tube caulking compound 
Which is used to seal cracks 
around bathtubs and showers. 

Now is the time to push these 
accessories. Here are several 
Ways to attract your customers’ 
attention to these items: 


1. Include accessory litera- 
ture when wrapping your cus- 
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tomer’s paint purchases. 

2. Set up attractive displays 
of accessories among your paint 
stock. Many makers package 
their accessories in a box that 
has been designed to serve as a 
display. 

3. Use the streamers and 
window cards that accessory 
makers supply. 

4. Use the advertising allow- 
ance your manufacturer offers. 
Most suppliers allow 20% or 
more of the advertising cost and 
many manufacturers supply 
mats and direct mail aids. 

The dealer should purchase 
his accessories through a dis- 
tributor who can offer a broad 
line and at the same time guide 
him in his buying. 

Dealer displays are often 
supplied free with the purchase 
of accessories. If necessary, the 
smart dealer will buy these dis- 
plays since considerable re- 
search has gone into them. 


The tool rental business 
should not be overlooked. This 
sideline is a boon to selling ad- 
ditional accessories — mechani- 
cal sanders need sandpaper, 
and floor polishers need waxes. 
Your rental tools might include 





THE PAINT ROLLER applicator, a boon to accessory 
sales, permits the amateur painter to do an expert job. 


caulking guns, sanding ma- 
chines, polishers, wallpaper 
hanging tools and blow torches. 

Rental tools to be money- 
makers should be carefully se- 
lected. They should be easy to 
operate, yet rugged enough to 
take abuse from an inexperi- 
enced user.. Renting tools will 
often sell new ones. The regu- 
lar user will find it will be 
cheaper to buy rather than to 
keep renting. 

Some accessories will sell bet- 
ter in one area than another. 
In Chicago, for example, union 
painters buy only a four-inch 
brush; in Milwaukee, the union 
man buys a five-inch brush. A 
smart dealer will find out what 
accessories are selling well in 
his area. 

There is good profit in paint, 
but you’ll ring up bigger sales 
if you carry a complete line of 
accessories. Check the list be- 
low against items you are now 
carrying. It isn’t necessary to 
stock all of these, but the smart 
dealer will carry most of them. 


—) Natural wood finishes 

[] Wallpaper cleaner 

CJ Wax and wax stain 

CJ] Wallpaper removers 
(continued on page 140) 
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LESLIE WILLIAMS, above, assistant to the owner 


build up our paint volume.” 


, says “service has helped 


Paint Service for Homeowners 


Since 80% 


of its paint sales are made to the 


do-it-yourself trade, this Missouri dealer makes it a 
point to help customers with their paint problems. 


“Monarch for paint,” has be- 
come a byword with persons 
who live in booming North 
Kansas City, Mo., a fast grow- 
ing residential and industrial 
area. 

Personalized service, a broad 
inventory which features a 
well-known, high-quality brand 
and a secondary line, and a 
neatly laid out self-service set- 
up which incorporates a two- 
sectioned, “bookcase style,” ar- 
rangement, have sparked the 
Monarch Lumber Company to 
steady month-to-month sales 
gains in the paint department. 

“It’s a fact that service has 
built up the paint volume,” 
said Leslie Williams, assistant 
to Frank Friedberg, owner. 
“Since 80 percent of our volume 
is with homeowners, we put a 
heavy accent on providing 
down-to-earth help to custom- 
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ers with problems.” 
Including a 16-foot shelf fix- 


ture, with eight shelves, plus 
another 12-foot section, the 
paint display occupies one- 


third of the floor area in the 
50x54-foot retail store. 

Until two years ago when the 
new retail store was annexed 
to the yard, paint and related 
accessories were stuck away in 
a dark, out-of-the-way corner. 
Sales zoomed after the mer- 
chandise was arranged in mass 
displays and the stock was ex- 
panded to cover all colors in 
pints to 5-gallon lots. 

Helping homeowners make 
arrangements for credit up to 
$2,500 for building onto their 
homes at 5 percent interest is 
part of the firm’s sales-building 
formula. “Sixty-five percent of 
the couples who add new rooms 
onto their homes do the work 








PAINT & REMODEL 
36 Months To Pay 


DUTCH BOY PAINTS 
CREOSOTE POLES and POSTS 


ny 


Ashestos Siding - - - - $8.50 per. sq. 
Composition Shingle 
Cut-Outs - - - $6.50 p'r sq. 
Rockwool Insulation with Aluminum 
Foil Back - - $65.00 per 1,000 sq. ft. 


MONARCH LUMBER 


10th and Burlington 





TIME PAYMENT is featured in ads 


in the Kansas City Star and a com f 


munity newspaper. 


‘themselves,” declared Mr. Wil- 


liams. “The husbands select all 
of the material with the excep- 
tion of paints, which thelr 
wives select. Personalized szles 
treatment to feminine pzint 
shoppers is part of the inte 
grated sales effort.” 

“Their questions run _ the 
gamut,” he added. “Women 
want to know what type of 
paint to use on the outside and 
inside, what trim to use, nd 
how much it will require to 
cover a given area. Should tey 
use a primer? 
question a lot of attention. We 


tell them ‘By all means use 4 | 


AAA ada To 





We give that 
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PUTTY TYPE 












New 

Size Low Price 
QRS RN eaadintsentiavs $3.35 
DWE TS” WE occceincedsaeies Bs 
ee eS ee 3.75 
Utility Windows (4 It.)........-- 6.55 
E-Z GLAZE (PUTTYLESS TYPE)* 
SAD UE caciewieess cq - $3.70 
2-light 15° 0 16" ..cccccsceves 3.95 
2g WS" BO oi cccincic sie oteree: <5, 
“Glass is locked in place against cork gaskets, 
cemented in place at factory. — 


NOW ONLY > 














NOW $ 
ONLY 

















ON TWO BIG DEMAND 


BUILDING PRODUCTS... 


STEEL BASEMENT 
WINDOWS 


Sturdy— permanent—formed steel 
construction—long leg provides 
easy anchorage—“‘open-in at top” 
ventilator operates easily at all 
times—deflects drafts—heavy duty 
hardware locks window securely— 
shop finished with baked-on coat 
of rust-resistant paint. 





2-LIGHT 
15" x 12” SIZE 


35 


LIST 
PRICE 





REGULAR DEALER 
DISCOUNTS APPLY 





FORMED 
STEEL LINTELS 


Low cost—punched for back-to- 
back bolting where desired for 
solid masonry construction—‘B” 
product—doesn’t countagainst steel 
allocation—Duranized and painted. 


efitacai 
32" x 32” 11-GAUGE 


yie 


LIST 4 
PRICE : 


IMMEDIATE SHIPMENT 





REGULAR DEALER 
DISCOUNTS APPLY 








New Low 
Description Length Price H _ 
ix sai i onl PRICES F. ©. 8. DETROIT cyicaco to established retailers of lumber 
x 34" — Bane : OR NEWARK, N. J.—SU ildi : 
3%" « 94".99 Gee pe CHANGE WITHOUT NOTICE. and building materials 
31i" x 3¥2"—11 Ge....48” 1.75 ‘EEE 8 OW oes = Oe 
BY" x Ah" — 7 Ga....64" 3.80 YOU CAN GET CARLOAD DISCOUNTS | 
* x rd x 249" ....4. wel 7.20 by combining your purchases of Copco’s line of residential 
Si 4S GOP 300: SO 8.65 metal building products . . . casements, medicine cabinets, | 
Special lengths available in quantities of 100 package receivers, clothes chute doors, steel tube columns, 
4 cre" gauge—9 gavge—7 gauge or joist angles and hangers, etc. | 
24°" thick. Prices on request. | | 
COPCO STEEL & ENGINEERING CO. AL 6 
| Metal Building Products Division | 
1 14306 Grand River Ave., Detroit 27, Mich. I 
| (-] Send me full information on Copco’s new Pricing Plan, and discounts to | 
FOR “METAL ee PRODUCTS | established dealers. | 
é : | (] Send me a complete set of Copco’s new dealer catalog sheets covering I 
alt) ; all Copco Residential Metal Building Products. 
tae 
J 1 sNAME- | 
ON A’ | | 
R 
BUDGET , | 
C D ETROIT « U. SA 4 | city __ STATE. a | 
om I scissile lp igi ala a aaa 
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What other material offers you 
the opportunities to create such 
interesting, new architectural 
effects that are so decorative... 
so useful . . . yet so practical. 
Home applications are practi- 
cally limitless. Kitchen, bath- 
room, basement offer excellent 
Opportunities for the use of 
Insulux Glass Block®. 








This attractive glass block panel 
gives this modern bathroom 
light with privacy ... adds to 
the room’s decorative beauty. 
An easy wipe will keep the panel 
bright and sparkling. 


CONOMICA 


Compare the cost of sash, 
screen, and in cold climates, the 
storm window, plus shade or 
venetian blind against that of a 
lifetime panel of maintenance-’ 
free glass block. A panel can’t 


rust or rot... never needs to be 
painted. 
For more information, write Insu- 
lux Division, American Structural 
Products Company, Dept. AL6, 
Box 1035, Toledo 1, Ohio. 





GLASS 
BLOCK 


INSULU 


A product of the Owens-Illinois Glass Company 
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PAINT BRUSHES are sold to 
60% of the paint customers at 
Monarch Lumber. 


primer’ because it contains oil 
and oil is the life of the paint. 

“They want to know if they 
can paint over enamel success- 
fully. We recommend they 
give it at least a light sanding 
first. Care of brushes is an- 
other problem that crops up 
frequently. We tell them to 
clean and dry them, that’s all. 
Many customers plan to use a 
thinner. We discourage the 
practice because it weakens the 
paint.” 

“Recognition of product 
name in the paint department 
creates. confidence and breaks 
down sales resistance,” said Mr. 
Williams. “Although our cus- 
tomers are purse-conscious, 
they’re also brand-conscious. 
One big trouble lies in con- 
vincing them of the importance 
of an undercoating. After we 
tell them how expensive it is 
in the long run to eliminate 
the undercoat, and that the 
paint won’t stand up half as 
long, most customers come 
around.” 

Distribution of manufacturer- 
supplied literature, especially 
color charts, has proved pro- 
ductive. Many customers take 





FREE DELIVERY within a 
five-mile radius for every order 
helps 

traffic. 


encourage homeowner 


the color charts home, study 


them at their leisure, then 
phone in orders of paints fea- 
tured on the charts, according 
to Mr. Williams. 

“Paint orders for one-room 
additions usually run about a 
gallon for the inside and an- 
other gallon for the outside,” 
Williams added, “but sugges- 
tive selling on various acces- 
sory items promotes add-on 
purchases which builds up the 
amount of the total purchase 
price. Turpentine, linseed oil, 
creosote, plastic roofing mate- 
rial, foundation coating and 
water seal are all good tie-in 
products with paint purchases. 

“We have a standard stock 
of one-inch to 6-inch bristle 
brushes and bring out the brush 
panel and display brushes to 
every paint buyer. This po! cy 
pays off with a brush sale in 
60 percent of the cases. 

Situated on a main highway 
which links North Kansas City 
with Kansas City, this retai‘er 
feels that his attractive, well- 
lighted showroom is his best 
advertising medium. A 50-foot, 
floor-to-ceiling glass front ‘e- 
veals his showroom displays to 
the heavy passing traffic. 
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How To Keep 
A Paint 
Inventory | 





FIRST STEP in taking inventory SALES TICKETS are checked 
is writing the sales ticket. John daily and paint sales are re- 
Vozar is the sales clerk. corded by Miss Edna Retzloff. 


Tickets analyzed 
daily for paint sales by 
Indiana firm. 





Taking a running inventory 








udy is a desirable way of controlling 
hen your paint stock. But a simpler 
fea- and more flexible way is to take 
ling a running inventory of what 
stock you don’t have. This 
nom method has been used for over 
it a 15 years by the Washington 
an- Lumber and Coal Company, 
de,” East Chicago, Ind., and the man- 
ges- agement is satisfied that it is an 
ces: efficient system. atin Za | 
J-on _— are & number of — PAINT IS ORDERED by mids CHECKING IN PAINT order for 
the wed used by dealers to take a telephone call to paint manufac- inventory record. Delivery to 
hase a t inventory. Some of these turer by W. J. Glueckert, paint buyer. dealer is by truck. 
oil, are : 
jate- |. Permitting paint distribu- 
and tor or manufacturer to set up 
ie-in paint stock; salesman takes in- 
uses. ventory on his calls, suggests 
tock What paint dealer should stock. 
istle 2. Inventory on paints is kept 


~~ with inventory of rest of lum- 

s 0 ber yard stock. S SHELVES 
3. Visual inventory —dealer are restocked 

keeps such a small supply of — plnsnne 

paint on hand that he can tell : 


X é . ; paint supply is 
City almost at a glance just where checked fre- 
ty he stands. quently. 

ai! . 

vell- |, _,4-. Inventory sheets are sup- 


best fF plied dealer by paint manufac- 
foot, 4 ‘rer and he uses these. 
. ve- }} . 5. Lumber dealer departmen- 
rs to ff talizes his sales. 

The method used by the Wash- 
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ington company is a variation 
of three of the above methods. 
The paint department is a sep- 
arate department but the inven- 
tory of this department is taken 
annually with inventory of en- 
tire yard stock. A perpetual in- 
ventory is kept by the paint buy- 
er, W. J. Glueckert, who can 
tell at a glance when his stock 
is low and when he should re- 
order. He checks the shelves in 
the store every few days and 
checks all paint sales daily. 
Glueckert doesn’t have time 
for paper work, so he memor- 
izes the records. He has his 


paint stock set up in the follow- 
ing way, On the shelves in the 





By ADOLPH SCHESSLER 


Manager, Waukesha Lumber Corp., 
Waukesha, Wis. 


It is very hard to control a 
paint inventory accurately. You 
just get out of line with too 
many quarts and too many gal- 
lons of one kind, and the first 
thing you know, you build up 
an inventory that is large 
enough to run about half a 
dozen stores. 

Just because a color looks 
good on a color card doesn’t 
mean that it is going to sell 
well. I found that a paint in- 
ventory board helps me keep 
control of my stock. This is 
the way it works. 

We took a piece of 34” ply- 
wood and drilled a lot of holes 
and screwed in treasure rod 
hooks. Starting on the first row 
of hooks, I list all of our 88 
flat wall paints. Hooks either 
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showroom, he keeps a case of 
each type and size of paint. He 
only stocks his paint in quarts 
and gallon sizes because there 
is little call for any larger sizes. 
Most of the paint customers are 
homeowners. Paints that don’t 
move very fast are kept in an- 
other case in the store room. 
Fast-selling paints are _ well 
stocked with many cases in the 
storeroom. The minimum num- 
ber of cases of any type is mem- 
orized by the paint buyer. 

He checks paint sales from 
each day’s sales tickets and by 
examining the paint stock every 
few days. When either the 
shelves or paint sales record in- 


dicates that the shelves are down 
on some paint item, the buyer 
picks up the phone and calls the 
paint manufacturer in Chicago. 
The Washington firm keeps a 
60-to-90-day supply of paints 
on hand at all times. 

The firm’s last inveniory 
showed $3,000 worth of pzxint 
and brushes on hand. 

“Our inventory is simple and 
flexible,” says manager A. J, 
Glueckert. ‘Actually our inven- 
tory is not an inventory at all, 
but rather a method of knowing 
what paints to buy. We don’t 
use any special forms except 
our sales tickets and our cus- 
tomer’s individual accounts.” 


Paint Inventory Board 


Controls Stock 


Wisconsin dealer uses practical gimmick which 


prevents overstocking. 


represent a gallon or a quart 
of paint. On top of the hook 
we place a little tag which 
gives the identification of the 
paint, for example, 99-90; next, 
the tag says “gallons”; next, 
the tag says “stock.” If the 
stock says “8,” it means that 
our inventory should be eight 
and no more. 

This board has no connection 
with our sales at the time the 
sale is made. Every sale is 
made exactly the way it was 
made before we had the board. 
A cash sale for paint is rung 
up on the cash register and 
written on the cash sale sheet 
and that ends that. Then the 
charge sale is written up on a 
yellow ticket, run through the 
drawer, through the ledger, 
and that ends that. 

But, each morning before the 
bookkeeper or before the 
checker gets the ticket, I price 
the tickets and extend them, 
then I go through the sales 
sheets and look for paint. If I 
find a gallon of 99-90 on the 
cash sale sheet, I just step over 


to this board and take off one 
of these little tickets and hang 
it down on the surplus ticket. 
Then I go on through and find 
a quart of 99-90. I take off a 


quart of 99-90 and hang it down }) 


on the surplus ticket. 

I go through the charge 
tickets and do the same thing, 
taking off the ticket of the 
paint that was sold. When we 
get ready to place an order for 
paint, we step up to this board 
and look at 99-90. We know 
that our stock is eight if there 
are only three left, indicating 
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five have been sold. So, in order [ 


to bring our inventory up to 
eight, I order five gallons. | 
take the next one 88-1, three of 
them left, my stock is four, 
order one. 

I was amazed to find how 
overstocked I was on some 


items. By looking at the board, 
I can tell at a glance what I’m} 


Peta cmap 7 temo 


overstocked on, or what to have} 


the paint salesman pick up. 


One thing this board has} 
done and that has been to stop} 


continuous overstock. 
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wn Advance- 
yer e 
the Design | 
£0. 
a 
nts COSTS LESS TO BUY 
Payload pound for payload pound, a Chevrolet truck 
ory lists for less than any other truck with the qualifications 
int to handle your job. As the world’s largest manufacturer 
of trucks, Chevrolet takes advantage of production 
= economies to pass substantial savings on to you! 
J. SAVES MONEY ON THE JOB 
_ Chevrolet trucks save you money over the miles with ~~“ 
all, great proved features that cut costs. Valve-in-Head 
Ing economy, rugged Hypoid rear axles, extra-sturdy 
on’t channel-type frames and Flexi-Mounted cabs, Ball- 
‘ept Gear Steering, Synchro-Mesh Transmission. 
CUS- 
” , RIGHT TRUCK FOR EVERY LOAD 
Your first interest in a truck is: “How well will it do the 
job?” That's where Chevrolet trucks have it, because 
they're factory-matched to the payload—tires, axles, 
frame, springs, engine, transmission, brakes. You get 
as much truck as your job calls for. 
KEEPS ITS VALUE LONGER 
Chevrolet trucks traditionally keep their value longer 
to bring higher used truck prices, year after year, at 
trade-in time. That means real, substantial dollar-and- 
cents savings when you wish to replace your present 
truck with a new one. 
CHEVROLET ADVANCE-DESIGN TRUCK FEATURES 
TWO GREAT VALVE-IN-HEAD ENGINES— shifting e HYPOID REAR AXLE—for duty models e CAB SEAT—with double-deck 
rich Loadmaster or the Thriftmaster—to give dependability and long life e TORQUE- springs for complete riding comfort e VENTI- 
you greater power per gallon, lower ACTION BRAKES—on light-duty models e PANES—for improved cab ventilation e WIDE- 
cost per load e POWER-JET CARBU- PROVED DEPENDABLE DOUBLE-ARTICU- BASE WHEELS—for increased tire mileage e 
RETOR—for smooth, quick acceleration LATED BRAKES—on medium-duty models e BALL-TYPE STEERING —for easier handling 
response e DIAPHRAGM SPRING CLUTCH— TWIN-ACTION REAR BRAKES—on heavy- e UNIT-DESIGNED BODIES—for greater load 
for easy-action engagement e SYNCHRO- duty models e DUAL-SHOE PARKING protection e ADVANCE-DESIGN STYLING—for 
MESH TRANSMISSION —for fast, smooth BRAKE—for greater holding ability on heavy- increased comfort and modern appearance. 
ene CHEVROLET DIVISION OF GENERAL MOTORS, DETROIT 2, MICHIGAN 
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FLOYD CLARK, YARD FOREMAN, talks up paint after he sells customer a 
door, piece of lumber and hardware. Eve Grana, bookkeeper, right. 





Sales Stunt Produces Results 


Here’s an idea that Messrs. Smith 
and Learned use to keep their sales 
force on their toes. When either 
partner spots a customer leaving the 
store with only a single item, one of 
them will start a conversation and 
frequently sell the customer two or 
three more items. 

The incidental sales may total more 
than the original—and the person who 
handled the original sale has received 
a good object lesson in follow-up 
selling. This idea works so effectively 
that one salesman often pulls the same 
stunt on a fellow salesman. 

Dick Learned and Charlie Smith 
have quadrupled Learned Lumber 
Company’s sales since they purchased 
the firm four years ago after their 
return from the service. Learned has 
a contractor’s license and the firm 
builds several houses each year. 


Suggestive Selling Builds Paint Sales 


“What are you going to use it for?” 


is the question which has upped 


the volume in the paint department for California dealer. 


A customer who walks into 
Learned Lumber Co., Hermosa 
Beach, Calif., to buy a door or 
some fencing, will invariably 
be asked this question: “What 
are you going to use it for?” 
The answer gets the customer 
talking. As a result the man 
who waits on him has a chance 
to talk up hardware and paint. 

“We don’t just give the man 
the item for which he came 
into the store, and bid him 
goodbye,” said R. H. “Dick” 
Learned, president, and C. J. 
“Charlie” Smith, vice-president 
and treasurer. “We try to fol- 
low up every purchase. Is a 
man buying a door? Then he is 
a prospect for hardware, paint 
or stain. 


“Is the door going to be ex- 
posed to moisture? Then we’ll 
suggest a preservative. A little 
exploration and discussion can 
invariably produce extra sales. 
And all of us at Learned Lum- 
ber are alert for those extra 
sales.” 
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This follow-up—the tapping 
of each customer for all pos- 
sible sales—is one reason why 
Learned Lumber does $60,000 
to $80,000 annual volume in 
the “front of the store.” 

About one third of this store 
volume is paint and paint acces- 
sories! 

Practically 99 percent of this 
paint business is to owner- 
users. This is in contrast to the 
firm’s excellent lumber and 
hardware business where sales 
are largely to contractors. 

The Messrs. Learned and 
Smith use a well-rounded, ag- 
gressive merchandising pro- 
gram to sell paints from their 
30x50 foot store. 


1—They lay the groundwork 
for their merchandising with a 
two-fold advertising program. 
For a 5”’x5” display advertise- 
ment and other listings in the 
yellow pages of the telephone 
book, they spend an average of 
$25 a month. In addition, they 
take full advantage of coopera- 


tive advertising offered by paint 
manufacturers. For a _year- 
"round newspaper advertising 
campaign, the firm spends ap- 
proximately $50 a month. 


2—Learned Lumber drama- 
tizes its excellent paint de- 
partment with spring and fall 
paint promotions. 


3—The firm has a booth at 
the community fair where it 
conducts color demonstrations 
with the aid of manufacturers’ 
representatives. 


4—The company’s windows 
are devoted to paint displays. 
Half of the window is used ex- 
clusively for paints the year 
round. The other half is pressed 
into service during all special 
promotions. If, for example, a 
paint manufacturer is conduct- 
ing a national advertising cam- 
paign on some special product 
or service, Learned Lumber ties 
in its display to capitalize on 
the momentum of national ad- 
vertising. 
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NEAT, WELL-PLANNED MERCHANDISING DISPLAY of paints and accesso- 


ries which account for more than $20,000 worth of sales annually. 








i 


SELLING ACCESSORY ITEMS is carried out in practice 
by Charlie Smith, right, co-owner. Every member of the 
Sales force is taught to sell companion items. 


»*—The organization carries 
a vell-rounded stock of paints 
and gives it good store space. 
Its average inventory of paints 
and accessories is about 
$12,000. 

6—In addition to a complete 
Stock of paints, the firm also 
has a wide variety of accesso- 
ries. On one side of the store 16 
feet of wall shelving is devoted 
to paints and varnishes and 
Stains. On the opposite side, 
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another 18 feet of wall shelving 
holds a complete stock of 
paints. Three nine-foot gondo- 
las also hold paint displays. 

In addition, the firm has a 
six-foot case for paint brushes, 
and, during peak paint seasons, 
builds mass displays of paint 
on the floor adjoining the gon- 
dolas. 


7—And here’s an_ indirect 
method of building paint sales. 





: LEARNED 1. 
~ 2772, LUMBER COMPANY'S 5" 
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SPECIAL PROMOTIONS are adver- 
tised in newspaper display space. 
Learned Lumber Co. has several list- 
ings in the classified telephone book. 


ae 


DICK LEARNED, right, sells cabinets and paneling from 
a house he has built. Learned holds a contractor’s license 
and builds several houses each year. 


Learned’s and Smith’s joint 
office is lined in six different 
woods, all of them finished 
with satin varnish. The sales 
staff uses this office as a dem- 
onstration room to sell wood 
paneling for dens, play rooms, 
partial living room use. 
“Naturally, when we sell 
wood finishes for remodeling, 
or for new rooms,” said Mr. 
Smith, “we. also have a chance 


“to sell varnish.” 


95 





PAINT POINTERS 
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Cabinet Doors Sparkle Color 


ee. 
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Demonstration is a 


Color is dramatized at new Bimsco building materials store in Good Sales Tool 


South Bend, Ind., by means of these miniature kitchen-cabinet doors 
which run from natural finish to dark shades. The display idea 
was developed by Joanne Schutt, left, kitchen designer for Bimsco 
and the miniatures supplied by the manufacturer of wood cab- 
inets. Bob Jefferies, right, is a salesman in the department. Those 


Store demonstration of paint applica- 
tion by Ann White Hawkins, stops cus- 
tomers in Hechinger’s headquarters 
store, Washington, D. C. 


are paint brush handles which you see sticking out behind Bob’s 


head. 





Window Display Catches Attention 


Giant paint brush, step ladder, paint cans, turpen- 
tine and putty are used by Hill-Behan to dress up a 
window in its headquarters store, St. Louis. 
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Outdoor Sign Features Famous Brand 
Paint sign is used to advertise nationally-famous 
brand on the exterior of the new Cary Lumber (Co. 
store in Durham, N. C. Paint manufacturers make 
available attractive signs on a cooperative basis. 
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the difference can be 
Aéwareace prompt shipment 


When wasted time means wasted dollars, save with _| 
KENNATRACK prompt shipment of sliding door 
hardware. There is a KENNATRACK for every inte- | 
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SERIES USE APPLICATION HEAD ROOM 
250 %” to 1%” Cabinets, fixtures 2-5/16” 
lica- by-passing doors and light wardrobes. 
cus- 
‘ters 
%,” to 13%” By-passing, converging, , 
300 dieu: open pocket and 1 
closed pocket doors. 
Closed pocket doors. 
400 1%” Finest quality track 2-11/16” 
available. 
136” Double track for by- 
600 ia oR passing wardrobe doors. 2-1/16” 
dies 9 Adjustable hanger. 
134” Double track for by- 
650 ne passing wardrobe doors. a 
YP g 1” head room. 
a 
134” Prefabricated 
800 Pend pocket metal frame. 2-11/16” 
Warp proof. 
Saetacmanec acl = SAY G. McKENNA, inc. 
mous ff wire for name and address of ELKHART, INDIANA 
Co. # jobber nearest you. 
make JAY G. McKENNA (Canada) Ltd., 104 Jarvis St., Toronto, Canada 


Specializing exclusively in the Manufacture of ~Sliding Door Hardware 
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PAINT POINTERS 








WALLPAPER 


Nice Place to Pick Out Wallpaper 


Wallpaper department in Capitol Lumber Co., Hart- 
ford, Conn., provides a home-like atmosphere in which 
Drapes and venetian 


to look over sample papers. 


to women. 


£é d shshebs feof st 





blinds at the windows, wallpapered walls and a fire- 
place setting all combine to make this room attractive 





Self Demonstration 
with Paint Applicators 


Here’s a simple idea being used 
by one dealer to boost the sale of 
both applicators and paint. Try 
setting up a ready-to-use roller 
coater demonstration near the front 
door of your showroom, especially 
on busy weekends. 

The display should include an 
assortment of coaters, suitable 
paint and a pan of paint with a 
saturated applicator ready for im- 
mediate use. Back of the items 
a sign should suggest: “See how 
easy painting is with a roller coater. 
Make your own demonstration.” A 
stack of 8 x 12 inch plyboard panels 
should be placed near the roller pan 
for use by the customer in trying 
the roller coater. 

The dealer using this “impulse 
selling” technique, Bimsco Inc., 
South Bend, Ind., reports that this 
merchandising plan has proved very 
successful because it satisfies the 
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wish of many customers to actually 
try a roller paint application before 
making a purchase. 


Is Your Name On Your Mail Box? 


—If not, may we suggest you paint it on?— 
Recently we announced a big “Special” on Fuller 
Paints, with sizeable price reductions, but now we 
are going even further, and will GIVE YOU, FREE, 
the paint for your mail box. It will help you, us, and 
everybody if your mail box is plainly marked with 
your name. 


ElMonte Lumber & Fuel Co. 


SVERYTHING FOR BUILDING” 
ELMA—Phone $11 Phone 811—MONTE 


—P. S. THE BOSS DOESN'T KNOW ABOUT THIS DEAL, EITHER— 


AD LIKE THIS led to more legible 
mail boxes, made it easier for El 
Monte truck drivers to make deliveries. 


Free Paint & Brush 
Proves Good-Will Builder 


A novel promotional idea to per- 
suade rural customers to paint their 
names on their mailboxes was in- 
troduced by El Monte Lumber & 
Fuel Co., Montesanto, Wash., with 


June 16, 1952, AMERICAN LUMBERMAN & 


a 12-inch ad. 

One particular headache of the 
firm’s truck drivers has been the 
difficulty of finding the homes of 
customers, many of whom neglect 
to identify their mailboxes. Partly 
as a floor traffic and goodwill 
builder, and partly to correct this 
difficulty, E] Monte Lumber offered 
a small bottle of paint and a brush 
to anyone in the community who 
would use it to paint his mailbox. 

To do this, the firm saved and 
cleaned two-ounce bottles which 
were used to mix deep colors. The 
jars were filled from discontinucd 
paint stock from the four-hour 
enamel which is good for metal 
surfaces and outdoor use. The 
management bought some cheap 
half-inch brushes and had decals 
printed to cover the jars. Through 
the ad and a counter display, the 
company gave out quite a number 
of those combinations. It created 
floor traffic and good will, and the 
firm expects to get the cost back 
in time saved by truck drivers. 
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Jobbers and Paint Manufacturers 
Boost Brush Sales 


Sell Own Name Brushes — Share Extra Profits with Dealers 























The constant squeeze on profit margins and steadily rising 
costs of doing business have caused the brush jobber and 
paint manufacturer to turn to the private brand for help. 
Today more jobbers than ever before are selling their own 
private brand paint brushes, with gratifying results. 


Most obvious advantage of the private-brand business is the 
higher jobber-dealer profit margin (in some cases as much 
as 33% over what they have been getting). Since the quality 
of these private-brand brushes compares favorably with 
nationally advertised brands, jobbers feel that they have at 














last solved a very vexing problem. 


fire- 
‘tive 

DEALERS CLIMB ON BANDWAGON 

Uncertain at first about their customers’ re- 

action, dealers have learned that the private 
_ NO OVERHEAD WORRIES brand is easy to sell. They have found that the 
the When the jobber switches to selling his own- line turns over quickly, brings recommendations 
3 of brand brush, he does not build himself a brush and repeat business. Once the customer re- 
lect factory—he buys from a manufacturer who pro- orders, the dealer is sold because he knows 
ie duces his private branded line for him. He he’s got a permanent, satisfied customer at a 
this orders from a complete line of brushes or has _ greater profit. 
ered brushes made to his own specifications. In either 
rush case the brushes are his alone, bearing his name WORLD-FAMOUS MANUFACTURER GUARANTEES BRUSHES 
— and trade mark. The Manhattan Brush Company, one of the 
and largest private-brand manufacturers in the 
hich INTENSIVE LOCAL SALES PROMOTION world, sponsors the plan. In nearly 50 years of 
The There’s no waste coverage in the jobbers’ sales brush-making the company has earmarked its 
nued : ‘ : a -_ : ‘ ‘ . 
“ante promotion program. His “national” advertising entire production to private branded lines for 
netal is concentrated right in his own backyard where many of the country’s largest distributors. 
The it does him the most good. He can cover his Jobbers, dealers and consumers get an uncon- 
se territory intensively—the growth of his business ditional guarantee of materials and workman- 
ough is limited only by his own ingenuity and sales- ship. Every brush is made in strict compliance 
, the manship. He uses his own trademark and label; with regulation M-18 as amended. For further 
o shows his own catalog; has his own displays information write to: The Manhattan Brush 
as and supplies advertising mats for his dealers’ Company, Inc., Dept. L-6, 42 West 18th Street, 
back local use. All these selling tools are provided by New York 11, New York. Member, American 
’ the manufacturer. Brush Manufacturers’ Association. 
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CHARLES V. GILBERT, standing, is in charge of the 
wallpaper-paint division at Daniels-McCray. 


Some Tips for 


Selling Wallpaper 


Midwest dealer offers five-point 
program that has boosted sales for him. 


An aggressive five-point mer- 
chandising program has built 
large-volume wallpaper sales at 
the Daniels- McCray Lumber 
company, Kansas City. 

A wallpaper and paints di- 
vision has always been a major 
department with this well-es- 
tablished company which oper- 
ates at both retail and whole- 
sale. 

The five points in the wall- 
paper program, according to 
Charles V. Gilbert, general 
manager of the wallpaper and 
paint division, are: 

1. A selection of 500 patterns 
of well-known, high-quality, pa- 
pers. 

2. Heavy newspaper and di- 
rect mail advertising aimed at 
seasonal sales peaks. 

3. Well-trained sales person- 
nel. 

4. A 
setup. 

5. Services of an interior dec- 
orator. 

These aids are effective be- 
cause they are geared to both 
inside and outside selling. Two 
outside salesmen, who cover a 
territory reaching 100 miles in 
all directions from Kansas City, 
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well-planned display 





work from leads obtained from 
advertising, business reports, 
and personal contacts with con- 
tractors and other members of 
the building industry. They 
also call directly on the con- 
sumer market. 

“Higher labor costs are forc- 
ing more people to do their own 
painting and papering,” points 
out Mr. Gilbert, “and this fac- 
tor is creating more ready-made 
prospects for wallpaper in the 
consumer market. 

The wallpaper display in the 
Kansas City store spreads out 
over three-quarters of the space 
in the 50x100-foot sales room 
which also contains paints, 
builders’ hardware and related 
lines. In addition, there is a 
20x50-foot stockroom for sur- 
plus wallpaper stock. 

A total of 400 patterns are 
displayed in individual bins, ar- 
ranged against one side of the 
building, with the patterns 
shown on the outside of hinged 
panels. Each bin has room for 
50 rolls. Extra bins are built 
in the lower areas of self-serv- 
ice fixtures, devoted to wall- 
paper accessories, which are 
located in the department. 


JENNY FOSTER, INTERIOR DECORATOR, provides reli- 
able counsel to homeowners with wallpaper color probleis. 


. 


WALLPAPER AND PAINT ACCESSORIES are arranged 
for a neat island display by Robert White. 


In addition, there are several 
18x30-inch stand-up fixtures 
which enable personnel to 
spread the wallpaper out for 
customer’s inspection. Sales 
personnel unroll living room, 
dining room and kitchen paper 
on these display units so that 
prospective buyers may see the 
harmonizing effect of all the 
patterns. 

It is part of the overall policy 
to emphasize top-branded wall- 
paper, priced from 50c per roll 
to $7. Most of the business is 
concentrated in the $1.50 to 33 
group. No cheap paper is car- 
ried, no “distressed” stock, no 
“factory seconds.” 

“The policy of handling on\y 
high-quality lines,” Mr. Gilbert 
said, “is the solid foundation on 
which the wallpaper and all 
other departments are bui't. 
When we do encounter price re- 
sistance, we attempt to over- 
come it by telling the shopp:r 
that quality paper lasts longer, 
that labor costs run just 1s 
high for putting on 25c rolls s 
$2 rolls and that the better p.- 
per is infinitely more attrac- 
tive.” 

Wallpaper sales average 12- 6 
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OVER 400 PATTERNS ARE DISPLAYED on hinged panels which conceal bins 


holding 50 rolls of paper. 


rolls for single rooms to enough 
paper to decorate a complete 
home. 

The 18-person sales organiza- 
tion get all of the solid funda- 

mentals of selling. In the first 
place, it is a company policy to 
en iploy, i in wallpaper and paint 
departments, only young people 
who have training in interior 
decorating. They receive addi- 
tional training in the Daniels 
M<«Cray ideas of selling at reg- 
ular sales meetings. Brush-up 
courses are also offered em- 
pioyes of these departments. 
Wallpaper and paint personnel 
recently attended a course of 
instruction, at company ex- 
pense, on new trends in interior 
d:coration offered by the Kan- 
sas City Art Institute. 

‘Product knowledge” is un- 
derseored in the training pro- 
giam. Personnel learn whether 
a paper is washable or not, 
about harmonizing colors, color 
Schemes and how to help cus- 
tomers match paper with fab- 
rics. 

“Customers bring in shades 
ot lamps, samples of rugs, 
drapery and upholstery mate- 
rial,” added Mr. Gilbert. “They 
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look to us for help in choosing 
matching wallpaper, and we 
take the assignment seriously. 

“Jenny Foster, our interior 
decorator, has the all-important 
function of making follow-up 
calls at homes where we have 
sold paints and paper to see if 
the customer is completely sat- 
isfied with the merchandise and 
service we gave.” 

Advertising reflects the char- 
acter of the company. Consis- 
tent newspaper advertising, 
fortified by direct-mail cam- 
paigns, is regarded as a funda- 
mental point in selling both 
wallpaper and paints. 

The firm’s wallpaper adver- 
tising in the Kansas City Star 
reaches a peak in the spring 
when a series of eight two-col- 
umn-by-six-inch ads are insert- 
ed. Copy in this series features 
brand names, wide selection and 
special services such as the in- 
terior decorating advisory set- 
up. A phrase used in every ad 
reads: “Wallpaper patterns to 
match any fabric.” Quality is 
used in place of price as a 
drawing card in ad-copy. Ad- 
vertising for the Troost opera- 
tion is prepared by Mr. Gilbert 
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Cure Your 
Decorating Blues 
With 


Whablraper 


HERE'S still no shortage in wall- 

paper designs—and we have a large 
selection of colorful, smart patterns for 
you to choose from. Come in and select 
a paper of exactly the right character for 
your own room. We have delicate 
florals, the new stripes, gay scenic de- 
signs—the right paper for every room 
in your house. 


We also have some real Bargains in Discontinued @ 
Patterns and Room Lots. Stop in—see them now! & 


tana A 


4815 Troost Ave. JE. 4141 % 





DISPLAY ADVERTISING featuring 
wallpaper is taken in the Kansas City 
Star. 


with the close cooperation of J. 
R. Montgomery, store manager. 
Daniels-McCray takes a lot 
of stock in direct-mail adver- 
(continued on page 142 
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FUN. lo paint your oun 














ATTRACTIVE WINDOW DISPLAY helps draw favorable attention to the new 
unpainted furniture department of Stebbins Anderson, Towson, Md. 














ARRANGEMENT 
of basic units, al- 
ready finished, 
into attractive 
combinations 
helps make this 
exhibit at Hech- 
inger’s, Washing- 
ton, D. C., of un- 
usual interest. 


Unfinished Furniture Helps 


Sell Paint 


Homeowners find that painting their own 
furniture is fun as well as profitable. 


There are a lot of different 
items that you can tie in with 
paint sales and with your paint 
advertising — hardware, lumber 
and wallboard, just to mention 
a few. 
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One great natural promotion 
with paint is unfinished furni- 
ture. 

Manufacturers are now turn- 
ing out excellent grades of un- 
finished furniture in a wide va- 
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Ready-To-Paint 
Yl FURNITURE 








Home Beautifying 


CREDENZA BOOK-CASE 


Ideal for decorative or 
THI functional purposes. Will 
sey ‘FM{1 1 ]] mix or match with any de- 

P L |} cor, easily added to, 
Available in three sizes. 
43" wide by 11%" deep, 
36" high. 
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HUTCH CABINET with MAGAZINE RACK 
TWO-DOOR BASE 


Huten Cabi cae ce ~" 
ay nd 
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S Lad ve rack. a an 
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Two-Door Base deep. 
= = by ie deep by $4995 
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Towson Store Open Friday Nights ’Til 9 P. M. 
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TOWSON 
TOWSON 6600 


COCKEYSVILLE FULLERTON 
COCKEYSVILLE 134 BOULEVARD 800 
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STORE HOURS DAILY 7:30 A. M. TO 6 P. M. 





UNFINISHED FURNITURE is given 
display newspaper promotion by ths 


Maryland dealer. 
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THE EVENING STAR, Washington, D. C. c-1s 
‘THURSDAY, NOVEMBER 1, 1061 
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Master Pieces 
__ for a World of 
a = Ideas 


venir _ is fine furnitu 








re, ofc choice, kilne 





2 pine, with construction feo- 
expensive furniture. 
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ALL FROM THESE BASIC UNITS 


see 

















. 1—Cobinet, 16'°x26"'x24%", 
$25.95 $20.93 
J—Cobinet, 16"x35"'x24%", 

$25.95 


est, 3 drawers, 
24% 


BB = F Chest, 2.srowers, 
¢ %° $11.50 16 

G ca reuas 

by «35 x17 


-$15.95 
--$20.95 


Labi 
16 11715 24M $17.95 
(Door finoes waht on lett) 


K—Secret 

12"'x26" Se -$18.95 

; a ae fit modern or trodi~ 
--- $4.50 

‘olla zee 10 fit any 





SECTIONAL 


M—End, right or left, Q—1814"x184"'x- 
1s” wide ---$9.95 36” Corner _.$18.50 
N—32"'x36"x9! 
315. 50 R—20'x36"'x9'4", 
O—42''x36"x9 2", $11.50 
$1995 
P—26"x36"'x9! Not illustrated, Cree 


$13.50 denzo ......§27.95 


Rooke cases also available in Juvenile or under-the-window hei ighth of 
814" at lower prices 





Aristo-Bilt Chest of Drawers 


St S—1 1”2""x28 Va"x16", V—26"x43 Ya"x16" _$31.95 


ee i W—26"x28%""x16", $21.95 
U—35"x36"x16" ___$33.95  X—18"x2814"x16" $13.95 


Y—"'Hutch” Cobinet, complete as shown....$48.90 
Z—"Aristo” Cornes Cabinet, 2912"x72"x17%4", 


Hechinger @, 


COME—WRI TE—Phone Atlantic 1400 


| wGRERE, ABER | otlfiita =agitie 
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NEARLY EVERY PIECE OF FURNI- 
TURE is illustrated in the big ad car- 
ried by this Washington, D. C., dealer. 
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riety of basic units that can be 
used to form attractive combina- 
tions of bookcases, cabinets and 
chests. Bases are available to 
fit modern or traditional furni- 
ture. 


Promotion of unfinished fur- 
niture can be carried on the 
year ’round as many dealers are 
now doing special window and 
store exhibits, all tied together 
with display newspaper adver- 


tising. Samples of outstanding 
promotions—window, news- 
paper and store—are shown on 
these pages. 

Homeowners, both men and 
women, take pride in painting 
furniture to match their scheme 
of interior decoration. Selling 
the paint, paint brushes and 
paint accessories for the job of 
finishing furniture will help 
build the sale into a doubly prof- 
itabie one. 























Here’s big news in wall paneling! It’s Cedar. 
GIVES LUXURY LOOK TO LIVING ROOM Ridge interior panel, 

Wj si design for use in any room in the house on walls, 
ceilings, cabinets, partitions, displays and cabinet 
doors. This panel is a rich red-brown natural cedar 
that harmonizes with almost any decoration or 
furniture. Ridge tops are machined to resist 
splintering and denting. Size 16” x 16” squares 
are easy to apply and may be used in natural 
surface or finished with paint, stain or lacquer. 





beautiful parallel-line 


Cedar-Ridge is easy to sell because it is economi- 
cal and easy to apply. Send coupon for special 
Cedar-Ridge literature today. 








: 5 
' AETNA PLYWOOD & VENEER CO. ! 
: 1732 N. Elston Avenue, Chicago 22, Illinois : 
: _ Please send me special Cedar-Ridge literature, with- : 
1 out obligation. i 
‘ # 
: RNIN oases nied des mie oe ee 
' s 
' ' 
DM icccscavessss nies mneetattead ieee : 
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: ee ees Zone Be aseidnccaus 
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Paint Troubles on 
Redwood Siding -- 
Causes and Cures 


A redwood expert traces the rea- 
sons for paint failures and tells how to 
avoid them. What he says applies not 


\ mmm 



















just to redwood but to wood siding in ; 
general. 
In this discussion, cures and pre- 
ventives are one and the same thing. 
It is wise to use these recommenda- 
tions as guides in building a new 
house, but if your home is already 
built, the remedies suggested can be 
applied with good results. ’ 
CONDENSATION ON UNDERSIDE of siding, due to high 
humidity in the house, caused this paint to peel. Proper 
installation of vapor barrier on warm side of the wall 
By JOHN RENO would have prevented this trouble. 
y 
Industrial Engineer, Pacific Lumber Co. 
PART | permit water i eater ae .~ —_ Sa or ee. but | g 
Oo, . . down the back of the siding. shou e up slightly to pre- 
b A pas hey LaPletc ne goo roof sheathing and paper do vent the water’s beating up un- 
caused by water which gets be- not extend beyond the outer der the siding, which also can 
hind siding, or soaks into the face of the siding, any conden- pick up moisture by capillarity 
ends of it ‘Sometimes this wa- sation that forms on the under- from water on the table. 
tow esmens frame ettetie the side of the roof material can Crawl Spaces and Basements 
house and sometimes from with- enter the top of the stud space Much trouble has been caused . 
in “and the point where it and ier down behind the sid- b i ae a aiiume % | 
emerges may be some distance i@8- Incidentally, the lower edge AP canes Pgs ay Te 
from where it enters That’s of the frieze board should be * wed — en under basement- | 
why it isn’t always easy to lo- against the outside face of the ee Rhea Hundreds of gal- 
cate the real source of the trou- siding, not against the top edge. lons of water are command . 
ble. Siding in contact with the fom the ground, moving up- 
In some instances green lum- round also picks up water org in vapor form through | 
ber has been used, or the paint from the earth, which results the stud spaces and soaking 
is applied over a surface recent- i” peeling and blistering. The into the sheathing and siding, |) 
ly wetted by rain, dew, etc. lowest piece of siding should be unjess preventive measures «ire 
Pelting rains can carry water 2t least six inches above the adopted. 
into cracks where siding ends round, and flowers or other Proper ventilation of craw! 
do not butt up tightly against Vegetation should not come into space is a good answer, but <iif- 
corner boards, casing, or ad- Contact with it. ficult to assure. More certain 
— gt of 8 Flashing is the placement of a vapor- 
siding. Or it can enter throug barrier type of paper with |.p- 
poorly-fitted corner mitres, or The weak point in many ped edges.on the ground un ler |) @ 
under loose metal corner caps. houses is inadequate flashing of ' the house. Details are given in 
Another vital spot is at the windows and doors. Flashing a sheet entitled “Reduction of 
ends where they are close to should extend down over the Decay Hazards in Basement! ess 
sloping roofs, as over porches edges and ends of well-sloped Houses,” available free from | 


or entrances. Bevel siding with 
insufficient lap is still another 
reason for paint troubles, as 
it allows water to seep in. 
Poorly constructed eaves can 
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water tables to prevent water 
getting in behind siding or 
jambs. The edge of siding 
boards should not press down 
tight against level water tables 





the U. S. Department of Axti- f 


culture, Beltsville Research 
Center, Beltsville, Md. 
Many times moisture moves 


either from basements or cr:iWl 


i 
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VARIETY TO SUIT EVERY 
BUILDING NEED... 








THE PLYWOOD 
“JACK OF ALL TRADES” 





Roddiscratt 


HARDWOODS 
and SOFTWOODS 





“THE ARISTOCRATS 
OF MODERN PLYWOODS’ 





Roddiscraft 


RODDIS PLYWOOD CORPORATION 


Marshfield, Wisconsin 


wan & ff Buitpinc Propucts MERCHANDISER 


| Roddiscratt PLYWOODS 


Roddiseratt 


DOUGLAS FIR 


PLYPANEL: for a wide range of installations where appear- 
ance counts. When manufactured with waterproof glue it is 
known as PLYSHIELD and can be used for all exterior 


applications. 


PLYSCORD SHEATHING: for walls, roofs, subflooring. 


Available in interior and exterior types. 


PLYFORM: for constant use and re-use for concrete forms — 


sanded both sides — mill-oiled and edge sealed at the factory. 


EXTERIOR GRADE FIR PLYWOOD: made with com- 


pletely waterproof phenolic resin adhesives. For siding, liners, 
barns, silos, and a wide range of other exterior applications. 


BLONDE LIMBA 
AVODIRE 


BIRCH MAHOGANY 
MAPLE PRIMA VERA 
OAK WALNUT KNOTTY PINE 

GUM CHEN CHEN VERTICAL GRAIN FIR 


These are top quality plywoods — all materials are carefully 
processed — bonded with the best adhesives in hot plate presses 
—sanded to satin smoothness—and carefully stored under prop- 
er conditions. You can sell Roddiscraft quality with confidence. 


AVAILABLE WHEN YOU WANT IT: A nation-wide warehouse ser- 


vice makes delivery of Roddiscraft Plywood fast and reliable. For com- 
plete information — sizes, thickness — prices — and prompt service get 
in touch with your nearest Roddiscraft dealer. 


NATIONWIDE *AndDdigrrafi WAREHOUSE SERVICE 





Cambridge 39, Mass...229 Vassar St. 
Charlotte 6, N.C.....123 E. 27th St. 
Chicago 32, Ill..... 3865 W. 41st St. 
. 836 Depot St. 
Dallas 10, Texas..... 2800 Medill St. 
Detroit 14, Mich. . 11855E. Jefferson St. 
* Houston 10, Texas ...2403 Sabine St. 
Kansas City3,Kan., 35 Southwest Blvd. 
Los Angeles 58, Calif. 2620E.VernonAve. 


Cincinnati 2, Ohio . 


Louisville 10, Ky...1201-5 S. 15th St. 
Marshfield, Wis....115 S. Palmetto St. 
Milwaukee 8, Wis...4601 W. State St. 
New York 55, N. Y...920 E. 149th St. 
Port Newark 5, N. J....103 Marsh St. 
Philadelphia34, Pa., Richmond&TiogaSts. 
St. Louis 16, Mo., 3344 Morganford Read 
San Antonio 6, Texas. .727 N. Cherry St. 
San Francisco 24, Cal., 345 Williams Ave. 


New Hyde Park, L. I., N. ¥...=.Plaza Ave. & S. 18th St. 
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Photos courtesy Forest Products Laboratory, Madison, Wis. 





ENDS OF SIDING were too close to the sloping roof, picking up moisture, and 
causing the paint to peel. Proper flashing with ends of siding painted and %” 


back from roof would have prevented this trouble. 


spaces up through the stud 
spaces to the attic, where it 
freezes in the winter, melts in 
the spring, and runs down in 
back of the siding. The impor- 
tant thing is to prevent water 
or water vapor getting behind 
the siding. 

We have known of more than 
one instance in which blistering 
occurred just in one area on 
the siding. Investigation showed 
that it was right above the 
washing machine and sink space 
in the basement. This condi- 
tion can be prevented by put- 
ting stops in the proper places. 


Vegetation 

A complaint on which we had 
great difficulty in locating the 
source of the moisture was a 
house that appeared to be well 
constructed with no apparent 


weakness. After many hours 
of fruitless investigation, we 
happened to notice that the 


ground around the house was 
relatively soft and damp, even 
though it was a dry day. 
Inquiry developed the infor- 
mation that on rainy days it 
became swampy and, too, we 
noticed that vegetation was 
growing close to the house on 
all sides. Since we could find 
no other source of the trouble 
we recommended that addition- 
al earth be placed around the 
house, sloping away from the 
walls, and that the vegetation 
be removed. This was done, the 
trouble cleared up, and a re- 
paint job has been very satis- 
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factory in every respect. 

Now we come to what really 
causes most trouble, and that 
is moisture from inside the 
house. It moves through a wall, 
condensing on the back of the 
siding and soaking into it. This 
may continue all during win- 
ter, and by spring a large layer 
of frost is built up. As it gets 
warm and the frost melts, the 
water soaks into the siding, 
partially or fully filling the 
cavities of the fibers of the 
wood. 


As the hot spring sun heats 
the outside walls, the water in 
the cavities (or both the water 
and the air in the cavities) is 
expanded. This expansion in- 
creases the volume of the wa- 
ter or air to the point where it 
is beyond the capacity of the 
fiber cavities, forcing the mois- 
ture or air out under the paint 
film. The paint either cracks 
immediately and permits the 
water to run down over the face 
of the siding, or it forms blist- 
ers. 

If the blisters are punctured, 
either air or water squirts out. 
Or, in the cool of the evening, 
the water and air contract and 
soak back into the wood, and 
the paint film resumes its posi- 
tion on the wall, generally in a 
slightly wrinkled condition. 
Walls of bathrooms and kit- 
chens, where considerable mois- 
ture is developed, are particu- 
larly susceptible to this type of 
trouble. 

In the old days we did not 
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have paint troubles like this 
to any extent because houses 
were rather loosely built. There 
were no storm windows, weath- 
er stripping, etc. The humidity 
developed by those living in a 
house readily and harmlessly 
escaped. 

Today’s houses are so tigh‘ly 
built that the humidity can’t 
escape in this way. Unless pre- 
vented, it travels right through 
the plaster, sheathing, etc., \in- 
til it reaches what is known as 
the dew point. Then it condenses 
and forms either water or frost, 
depending on the temperature. 
Vapor Barriers 

Condensation is particularly 
pronounced in insulated houses 
unless proper provisions to pre- 
vent it are provided. Water 
vapor travels right through the 
insulation in walls and ceiling, 
just as it does through wood, 
plaster, ete. If it condenses in 
the attic, it often runs down 
behind, the siding. The remedy, 
of course, is to prevent this 
passage of water vapor. A va- 
por barrier properly placed on 
the warm side of the wall or 
ceiling accomplishes this. Good 
vapor barriers are listed in 
Housing & Home Finance Tech- 
nical Bulletin No. 11. 

If one finds that his paint 
troubles are caused by invisible 
vapor traveling through the 
walls from inside the house, he 
can apply a special aluminum 
paint to the inside of the walls 
as a barrier. Decorative paint 
or wallpaper can be used over 
this aluminum coating. Gener- 
ally, on an old house, this pro- 
cedure is more economical than 
is the application of a vapor 
barrier paper. 


Too Much Paint 


With an old house, it is pos- 
sible that the difficulty may be 
due to the repeated but improp- 
er application of new paint over 
old paint. Previous coats may 
have become lifeless with poor 
adhesion, so that the strong 
new coat pulls them loose in 
drying; or too many thick coats 
of paint form a vapor barrier 


through which escaping wi:iter 


vapor cannot pass, and_ the 
built-up pressure forces the 
paint off. The only remedy in 
this case is to thoroughly burn 
and scrape the old paint off 
until you get down to raw wvod. 

The final article in this series ill 


discuss the proper method of ‘in- 
ishing redwood siding. 
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With Eagle-Picher 
Exterior Paints, you sell 
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lasting beauty 





a Balanced Pigment 
Ses House Paint No. 130 
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Formula comparisons prove 
ter that this is without a doubt the 
the nation’s finest ready-to-use, white exterior paint—100% 
ing pure pigments with no inerts or extenders. It's a powerful 
2 business-builder that will not only bring repeat orders— 
06 but new customers, too! This Eagle-Picher formulation com- 
5 mM bines pure white lead for toughness with titanium dioxide 
ywn for brilliance and hiding power...plus zinc oxide for 
dy high gloss and surface hardness. Special ingredients create 
this mildew and fungus resistance. 
Va- 
| on 
| or 
ood 
in ss 
ech- : 
i 
aint With these exterior paints on hand, you'll 
sible . 
the get your full share of house paint sales 
», he 
num Whatever your customers’ choice — ready-to-use pure 
alls white lead paint, brilliant trim colors, varnishes or stains 
y “ | ° ’ 
oe : —you sell the best when you sell from Eagle-Picher’s 
panne : complete line of exterior paints. Leading architects and 
aati | Qualit . painting contractors know they can depend on Eagle- 
ee i y ' PB Picher—since 1843, producers of their favorite Eagle 
than & House Paint No. 400 White Lead, . 
apor f et i For interior paints—stock the Eagle-Picher Pre-harmo- 
< { Available in ten brilliant, non- for vutitanding i. nized Line! 
; fading decorator colors—and in nica 
| self-cleansing white—this long-lasting, economical Bs m 
Eagle-Picher lead base Exterior Paint Line lends itself to | Remember — Eagle-Picher tells your customers 
)OS- Fe modern home color styling. Holds up well in all kinds of Pe fo buy a good paint...employ a goo inter. 
: be : service. Colors withstand weather extremes... retain their —— P ploy a geod painter 
. f i beauty over the years. Best of all, the line is competitively 
y1 A j priced...gives you a superior paint to sell at regular prices. 
over 
may 
spyron ss Est ‘ 
° ° 
se im ° 
eoats : THE EAGLE-PICHER COMPANY, Dept. AL6 
ir vier EAGLE Since 1843 ¢ 9107 W. Ogden Avenue, Brookfield, Illinois 
e 
w iter TH & ° Tell me more about the profit possibilities with Eagle-Picher 
the ; Exterior House Paints. 
the [ °>] EAGLE-PICHER’ : 
A 
i NAME 
' te PICHER COMPAN PY ciscinncti 11), onio : 
urn . 
t off Paint and Varnish Division General Sales Office: ° ADDRESS 
9107 West Ogden Ave., Brookfield, Ill. ‘. 
wood. Plants and warehouses: Lyons (Chicago), IIl.; New York, N. Y.3 : CITY ZONE STATE 
. will Oklahoma City, Oklahoma; Atlanta, Georgia fs 
f in- f 5A 
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New, Cheaper, Stronger Storage Wall 


Using only plaster 
board, hardboard, and 
light framing members, 
designers create spacious 
closets. 


The Small Homes Council at 
the University of Illinois has 
recently developed a new stor- 
age wall that can be easily pre- 
cut by the dealer for his con- 
tractor customers. The project 
was sponsored by the Lumber 
Dealers Research Council. 

The new closet wall is 20% 
cheaper than conventional wall 
closets. All materials are read- 
ily available from the typical 
lumber yard. 

The cabinets have fully-ac- 
cessible fronts with more in- 
terior room than thick-walled 
closets, actually waste less val- 
uable room space. 

Panels can be pre-cut in the 
dealer’s yard or made and as- 
sembled on the job site. 

The rear panel is made from 
a 4 x 8 foot sheet of %% inch 
plaster board which is glued 
with linoleum paste to a sheet 
of 1% inch untempered hard- 
board. Sides, divider panel and 
shell are 1% inch hardboard. 

Although only 14 inch thick, 
the rear panel withstood drop 
and deflection tests which 
proved it had unusual strength. 

The design is engineered so 
that the rear panels, two sides 
and shelf are combined to give 
a box type, three-way stiffening 
which permits cheaper, thinner 
panels than if normal construc- 
tion were used. 















172"x 4'x@" THIN-WALL PANEL 


1K2 THIN-WALL CLEAT 








V SHELF CLEATIS 


1/2" 4'X8' THIN-WALU [PANEL — - 


FIXED SHELVES |." 


MULTIPLE 
SHELF | 
UNIT 4 
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Bis 
S| | 














1X2 THIN-WALL CLEAT-} 








2X2 THIN-WALL CLEAT- 5 


ISOMETRIC of 12’ thin-wall closet. 
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THIN-WALL PANEL “x3 4" JAMB TRIM — 
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PLAN of 12’ thin-wall closet. 
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2x2 GROOVED 
DIVIDER PANEL 
FRAME 


: >! 4" QUARTER ROUND 


1/6" STANDARD 
HARDBOARD 


3/4°¥ 2 5/4" TRIM 


172"x 16/6" TRIM 


\ TRIM 





° /2"x4'x@’ THINPWALL PAWEL 
- TRim 


+ By 


DIVIDER PANEL 




















72" x16/6" TRIM 


3/4"K 2 3/4" TRIW 


1/8" STANDARD 
— HARDBOARD 


2X2 GROOVED 
DIVIDER PAN TL 


The details above are representative 
of more complete drawings offere: by 
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the Small Homes Council. Intere :ted 
dealers should write the Small Homes 





Council, University of Illinois, Urbana, [7 


Ill., and enclose 10c for complete work- [ 
ing plans. 
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', .. valuable addition to 
our line of building materials." 








CUSTOMERS LIKE AFCO 
AFCO Prefinished Wallpanels please 





Mr. W. C. Shreve, Executive Vico Sredidenk. Narjoe Tim- 


dealers because they please customers. ber Co., a subsidiary of Randall Brothers, inc., Atlanta, 
W . Ga., and buyer for Randall Brothers, says ''We are very 
Mr. Shreve stated We like to recom- pleased with our account with your company because we 
mend it to our customers because we are — it a valuable addition to our line of building 
materials." 
sure it will give complete satisfaction. Randall Brothers, Inc., founded in 1885 at Atlanta, Ga., 
a furnishes a complete line of building materials, and serves 
Our customers like the product both be- dealers throughout Georgia and East Alabama. 


cause of its first grade quality and beaut 
iful assortment of colors." 


Til-Lite 






Glo-Line 
Hi-Lite 





For further information on AFCO Prefinished Wallpanels, write 


A&F TILEBOARD CO., INC. 


ALEXANDRIA, LA. 





m=: for your copy of Goldblatt’s illustrated catalog mm 








GOLDBLATT 


Mason Tools 





Give You... 





t a? 
( a ONE SOURCE FOR 
| ALL NEEDS — Buy all your 
masonry tools from 
Goldblatt — one order, 
one shipment, one billing. 
Easy, convenient. 


_< © Greater Profits ° Faster Turnover ATTRACTIVE DEALER 
DISCOUNTS — Goldblatt sells 


y. 
Ps ane Reems Repent Sales ‘4 direct to dealers — is able to 


Se offer attractive dealer discounts. 















SEND TODAY FOR THE 1952 CATALOG — Writ 
oe Goldblatt Tool Co. 


1924 Walnut St. Kansas City 8, Mo. 






describing the most complete line of the finest 
masonry tools and equipment. 


FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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AMONG THE DEALERS 





Model Home Winners 


Judges and the winning team 
view the model house constructed 
during the public relations contest 
sponsored by the Johnson-Campbell 
Lumber Co., Fort Worth, Tex. Left 
to right, Bob Alexander, Monty 
Giles, students, Joe Owens, presi- 
dent of the Ft. Worth Real Estate 


NRLDA Plans Experimental 

Firmly convinced that highly 
competitive selling is just ahead in 
the selling of building materials, 
the directors of the National Re- 
tail Lumber Dealers Association at 
their May meeting in Washington, 
approved arrangements for an ex- 
perimental conference on manage- 
ment methods and problems. 

The conference will be held in the 
midwest this summer and it is 
hoped that it will serve as a pat- 
tern for a series of meetings for 
owners and managers of retail 
yards. The conference will last 
three days, and it will be devoted 
to a complete analysis and discus- 
sion of several basic management 
problems. 

Reports on business conditions 
made by members of the National’s 
Executive Committee showed that, 
in general, sales of retail lumber 
and building materials dealers have 
been running somewhat below the 
1951 level, profits are lower, and 
competition has become much keen- 
er. The reports also revealed that 
dealers’ inventories are in a healthy 
condition, mortgage money is rather 
tight in most places, Regulation X 
has slowed down the sale of homes 
except in the lowest brackets, and 
many builders are following a pol- 
icy of caution with respect to new 
starts. 
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Assn., Ronald Turnhill, student, R. 
L. Hodges, superintendent Lake 
Worth School, Bill Long, student, 
A. B..O’Conner, Trades & Industrial 
Training, Ft. Worth schools, C. E. 
Moore, instructor, and R. A. Baxter, 
president Ft. Worth Home Build- 
ers Association. 


Management Conference 


Clyde A. Fulton 





NRLDA President Clyde A. Ful- 
ton told the directors that their 
National Association had been func- 
tioning splendidly on all fronts, and 
Treasurer Fred R. Stair reported 
that the organization’s finances are 
in sound condition. 


H. R. Northup 


H. R. Northup, executive vice- 
president, and Edward H. Libbey, 
secretary, reviewed the staus of 
the emergency controls and stated 
that, except for Regulation X, deal- 
ers are not experiencing undue 
hardship under the existing regu- 
lations. Mr. Northup reminded the 
board that the National had urged 


removal of all controls althoug); it 
had recommended that authorit» to 
allocate critical materials nec led 
for defense be retained, and j:re- 


dicted that gradual relaxation could 
be expected. 


Kk. H. Libbey 





Mr. Libbey also reported that the 
National was following closely reg- 
ulations proposed under the Walsh- 
Healey Act which migh make it 
difficult, if not impossible, for deal- 
ers to continue filling government 
contracts and said every effort 
would be made to discourage the 
proposed changes. 

Clarence Thompson, chairman of 
the Lumber Dealers Research Coun- 
cil, showed a set of colored slides 
to explain the Council’s storage wall 
project and said slides and films 
would be available to dealers in the 
near future. (This project is fully 
described elsewhere in this issue.) 


Anti-Public Housing 
Speech Available 


One of the most effective cam- 
paigns against public housing in 
the country by a single organiza- 
tion is being waged by the Lumber- 
men’s Association of Texas. 

This fight is being fought on 
two fronts: one, through a series 
of talks before civic organizations 
and housing groups by Vincent 
Ogletree, a member of Gene Eber- 
sole’s staff. Secondly, through the 
San Angelo home, a low-cost home, 
plans for which are promoted by 
the Lumbermen’s Association of 
Texas. 

Mr. Ogletree has two talks, a 
short one and a longer one ;un- 
ning 35-40 minutes. Public hous- 
ing has been defeated in Texas 
wherever Mr. Ogletree has made 
his talk. 

Many dealers in Texas and o‘her 
states have requested copies of this 
talk as ammunition wherever )ub- 
lic housing is an issue. You may 
have a copy of Mr. Ogletree’s ‘alk 
by writing to the Lumbermen’s As- 
sociation of Texas, Second National 
Bank Building, Houston 2, Tex 
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Screening made of Alcoa Alclad 
Aluminum is in greater demand 
than ever before. Your jobber and 
these manufacturers are doing their 


Made by these leading 
screen weavers 


American Wire Fabrics 
Corporation 

Chase Brass & Copper 
Company 

Clinton Wire Cloth Co. 
Cyclone Fence Division 
(American Steel & Wire 
Company) 

Dixie Screen & Wire 
Products, Incorporated 
Hanover Wire Cloth Co. 
Heilig Bros. Co., Inc. 

The C. O. Jelliff Mfg. 
Corporation 

Keystone Wire Cloth Co. 
New York Wire Cloth 
Company 

Pacific Wire Products 
Company, Inc. 
Pennwoven, Inc. 

Spargo Wire Company, 
Incorporated 

Standard Wire Cloth & 
Screen Company 
Reynolds Wire Company 
Wickwire Brothers, Inc. 


bes: to supply you. Place your or- 
ders as early as possible. 


NOW 6:30 P. M. EDST every Sunday— 

“SEE IT NOW" with Edward R. Murrow... 

brings the world to your armchair... 
CBS Television 


pense atALis TSA arains «dian nlertnaeon thane 








PALUMINUM COMPANY 
. 827-F Gulf Building 


OF AMERICA 
Pittsburgh 19, Pa. 
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/ FLETCHER 


Write for catalog and 
complete information today 


THE FLETCHER-TERRY CO. 


606 SOUTH ST. + FORESTVILLE, CONN. 
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MERCHANDISING CLINIC 


The Follow Through Counts 


If you’ve ever been on the road, 
you'll well remember how pleased 
you were when the head office sent 
you a sheaf of inquiries that had been 
directed to your company by dealers 
who had written for additional in- 
formation. The fact that you were 
in possession of these exhibits of 
interest greatly changed the charac- 
ter of your sales approach when you 
came in contact with the prospects. 
You walked in with a show of con- 
fidence that usually was lacking in a 
cold canvass. And your percentage 
of sales was stepped up accordingly 
as compared with the weeks when you 
had no inquiries to work on and had 
to develop your own prospects. 


. Actually an inquiry is the 
greatest thing that can happen 
to a salesman. 


Interest Must Always 
Come First 


Farmer Jones hadn’t thought much 
about building a machine shed until 
he came across an advertisement 
which pointed out how much money 
the average farmer now has invested 
in equipment. So he wrote for addi- 
tional information. His inquiry was 
forwarded to the salesman on the 
territory who in turn contacted the 
lumber dealer. 

“Can’t go out with you today,” said 
the dealer. “Not so sure the inquiry 
means much anyway. That fellow is 
always writing letters. Never sold 
him anything yet. Next time you’re 
around, maybe I’ll have time to run 
out with you and see him. If he’s 
waited this long, another week or two 
won’t make any difference, especially 
in corn planting time.” 


... The salesman made a note 
of the call on his daily report 
and went on his way. 


A "Price-Cutter" at Work 


In the meantime, something hap- 
pened. The manufacturer of another 
type of machine shed received a sim- 
ilar inquiry. a direct-selling 
concern which by-passed lumber 
dealers “because you had to make the 
sale any way”. Within a day or so 
the salesman was on the job, but not 
while the farmer was out in the field. 
He dropped in when he knew the 
inquirer would be at the house and 
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offered to come back in the evening 
when he had more time. But the 
farmer didn’t let him get away. They 
added up the total value of his ma- 
chinery and agreed its life could be 
doubled with proper protection and 
attention. Then they figured out the 
$-value of the retarded depreciation 
and applied it against the monthly 
payments available under the com- 
pany’s finance plan. The remaining 
amount was so small the sale was 
made promptly. The farmer went 
back to his field happy about the 
whole thing and the salesman went 
on his way. ... to be castigated by 
the lumber dealer later on as “a price- 
cutter of the worst type”. 


. . . Actually price comes far 
from the top of the list of buy- 
ing motives. 


Paying More to Save More 


Certainly it is true that most people 
try to save money when they buy. 
That’s only natural. Smart selling, 
however, takes the emphasis off ini- 
tial cost and transfers it to “savings 
in use”. 

This, of course, is where the great- 
est savings can be accomplished. 
However, such savings can be largely 
wiped out through the unwise pur- 
chase of equipment (at a lower price) 
in a futile effort to save money at 
the time the purchase is made. 

All of which adds up to the simple 
fact that if the prospect is actually 
trying to save money, he can be made 
to attach much less importance to the 
first cost when the dealer shows him 
that increased efficiency will’ soon 
wipe out the purely fictitional sav- 
ings of a lower initial price of some- 
thing that won’t do the job as well. 


. .. Selling permanent savings, 
or satisfactory use, is the 
epitome of good salesmanship. 
. .. one of the major factors 
in the list of buying motives. 


Loss of Confidence 
Is Disastrous 


One of the worst things about 
meeting competition (by cutting the 
price) is the bad effect it has, not 
only on the customer, but on the 
lumber dealer. The customer loses 
confidence in the dealer and the deal- 


| 


f 
er in himself. Unless this feeling of ( 


confidence can be maintained, there is 
little hope for the continuation of 
satisfactory relationships. A list of 
building materials is worth the deal- 
er’s asking price, or it isn’t. Con- 
fidence can never be established when 
the prospect discovers that the dealer 
is willing to take less than he quoted 
originally. Confidence of the dealer 
in his own policies can never accrue 
when he realizes he is selling some- 
thing to a price shopper for less 
money than he would charge a friend, 


. .- “He got what he paid for” 
is not a satisfactory foundation 
for a sound merchandising pro- 
gram. 


Knowledge of Buying 
Motives Essential 


No one ever will be able to sell 
successfully without a full apprecia- 
tion of the importance of buying 
motives. Sales managers quite gen- 
erally agree that not more than 
twenty-five such motives can _ be 
enumerated and that several of them 
overlap, i.e., (1) to make money, (2) 
to save money, (3) to save time, 
(4) to avoid effort, etc. It is true 
that you make money when you save 
money. Also, that “time is money”. 
But the skilled salesman knows there 
is a difference and shapes his sales 
talk accordingly. 


found, the salesman’s next job 
is to locate the buying motives. 


Finding the Target 


The first and most important step 


in making any sale is to find out 


what most interests the prospect. 
Until this is done, the salesman is 
merely shooting in the dark. It will 
do little good to talk “savings’’ to 
the property owner who is remodel- 
ing his home in order to be in style. 
The first approach will leave him 
cold since he is looking for someting 


that will satisfy his pride and im-} 


press the neighborhood. 


pry 





After the prospect is | 











A list of all major buying mo’ ives 
should be posted in every lumber} 
yard and carried by every sales:at.} 
And before each and every pres«nta 
tion the man who is to carry the ball} 
should ask himself “What am I shoot | 
ing at?” Once the target is estab ff 
lished, the rest becomes much easie!: 
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How-ell-dor a 











GARAGE DOORS for Industrial America = 341 





Every sectional Upsweep How-ell-dor is engi- 
neered for the job... prefabricated for ready 
installation. There are 36 stock sizes of commercial 
and residential How-ell-dors, up to 30’ wide; 
odd sizes and unusual designs are a specialty. 
New! Fre-Flyte Commercial Door, 10' x 10’, 
10" x 12°, 12' x 10°, 12' x 12" stock sizes. 

@ New, improved NO SAG WICKET DOOR. 12 gauge 
steel hinge full length of wicket door, which is fitted 
and bolted to parent door at factory. Insures a dur- 
able, precise fit,a 75% time and labor saving on the job. 


How-ell-dor Sars | OSS IS 
eee YC * 
OPERATORS —— 


. 





















































Four types... eleven models. Push button control available for any. 
Write for size of sectional type door. Latest residential operator requires no 
FREE. extra headroom. 


CATALOGS eS mee) THE HOWELL MANUFACTURING C0., 7200 Hasbrook Avenue, Phila. 11, Pa. 


MADE OF CLEAR, PONDEROSA PINE 
SAVES TIME — KEEPS STOCKS CLEAN! 


Trim-Kit is the latest development in window 
and door trim. It is architecturally designed | 
to make it adaptable to all types of archi- . 
tecture. It's accurately and smoothly ma- 
chined. It's packaged for easy handling™ 4 
and inventory. Keeps it always bright 
and clean. 











@ REDUCES 
COST 


@ ELIMINATES 
WASTE 


Contact your 
jobber. Trim- 

it is sold 
through recog- 
nized jobbers 
only. 


Investigate today. Discover how 
‘rim-Kit can help your profit pic- 
ture as well as your customers! 
Firpine's Products In- 
clude: inside door jambs, 
standard lineal mouldings, 
cut-stock, furniture dimension, 
and other special items plus whole- 
sale service in practically everything 
in Western Softwoods. 


e OUR MOTTO: “If it's made of wood, We sell it.” 
Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 








° 
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IT'S BIG! 


(4° x 12’ SHEET) 


FOR EASY 
APPLICATION! 


IT'S QUICK! IT'S SLICK! 


to boost your 
Superlite sales 


FEATURES 


*% 12 colors (including black and 
white) and 3 designs for your cus- 
tomers to choose from. 


* Durable, baked-on plastic enamel 
finish, over 2 base coats, for extra 
lustre and exfra resistance to wear. 


‘*& Rounded-edge score lines to make 
cleaning easier and to give mortar- 
line shadow effect. 


SUPERLITE PREFINISHED WALLPANELS are 5” thick, available in sheet sizes 4 ft. 
wide, and from 4 ft. up to 12 ft. long. Finished four ways: solid colors, tile design 
(4” x 4” square), Leveline (horizontal lines on 8” centers) and in Leatherwood 
{a grained leather effect), in four colors and in one sheet size: 4 ft. x 8 ft. 











4 7 





























ad 


LEATHER WOOD 











TILE EFFECT 


DELUXE 


PLAIN LEVELINE 


PREFINISHED 
WALLPANELS 


Manufactured by 


SUPERIOR WALL PRODUCTS CO. 
4401 N. American St., Philadelphia 40, Pa. 


“for nearly two decades” 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 12 points for each 
correct answer. 100-90%—excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—Most paint and wallpaper 
sales personnel, according to one 
dealer, can benefit from what 
kind of training? 


2—Neoceta bristles and red- 
striped handles are the mark of 
paint brushes made by what 
famous paint and glass com- 
pany? 


3—Rubber base paints look 
like what under a microscope? 


4—There are all kinds of 
color names and color experts, 
but what paint company uses 
“Stylist Colors” to advertise its 
line? 


5—You can’t see or smell it, 
yet it hides your garbage. What 
is it? 

6—A pre-marked, precision 
drawn steel screening that lies 
flat when unrolled is advertised 
by what company? 


7—A customer asking for No. | 


80 slotted standards with No. 
180 boltless brackets would more 
than likely have what line of 
builders’ hardware in mind? 


8—What’s the first question a 
California firm asks its paint 
customers? 


9—Either Learned or Smith 


launch a double-play every time | 
one of them makes a sale. What’s : 


their follow-up technique? 


10—Does a Kansas retailer }j 


have any faith in customer re 
action to brand names in paints: 


Answers on page 138 
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WHAT’S NEW 
Products... . Sales Aids .... Literature 
‘ a wee akan Be os the fact that once they found out 
step up your — how easy roller-painting was, they 
watht + proceeded to paint more often. 
aint Profits Ample space is provided on the back 
¥ cover of the booklet for the dealer 
to imprint his name and address. 
Write Thomas Products Company, 
Dept. AL, 8490 Lyndon Ave., De- 
troit 21, Mich. 
Super Kingswool Cover 
King Paint Roller, Inc., has been 
working for the past several months 
| on the development of a paint rol- 
ler cover that can be used more 
effectively with shingles and shakes. 
As a result of this research, the 
jer? manufacturer has produced the 
Super Kingswool Cover in the 34” 
ge as nap. It is said to be ideally suited 
other for the application of paint to 
a shakes and shingles. It is also 
Tent: suitable for fence painting, as well 
1.50%, as roller painting of concrete block, 
; rough stucco wall and any other un- 
even surface. Write King Paint 
yaper Roller, Inc., Dept. AL, 12281 Tur- 
oO one ner Ave., Detroit 4, Mich. 
what 
New Roller Cleaner 
weil A new Roller Cleaner in a spe- os % . 
Figs cially-designed Shaker Can has The Stanley “241” Butt Hinge 
al been introduced by Wilson-Imperial is the standard of the world. 
wha Co. The entire roller cover easily More doors swing on Stanley 
com- fits into the Shaker Can. Only 30 Sen eek on ene alas ted 
seconds is required for thorough 8 : y ’ 
look cleaning. Once dried, roller cover Check these quality features. 
saga can be re-used immediately for a 
' & new color or stored for future use _ . . 
is of | with no danger of hardening. Im- ° ig. or ee 
verts i perial Roller Cleaner can be used a aia 
uses s over and over again without losing @ Clean, accurate 
se its i its cleaning properties. No loss due countersinking 
‘| to evaporation. The Shaker Can 
4 can be used when removing water- @ Smooth, square corners 
ell it, Jbegr thinned or latex rubber paints, @ Superior finish 
What 2 — Sav aK 4) using soap and water. It is reported , 
PERFECT a ¢ that regular paint brushes are also @ Correct number and size of 
. RESULTS \ | \; arta cleaned bsg > pry screws 
cision 1 : 31. oller Cleaner, since the liquid com- . one 
t lies With af paints ‘\ We pletely penetrates the brush heel. ° : —— —- 
rtised = Safe for all types of rollers and eee 
a. = : yo sgine In addition to aa @ Smooth joints — no burrs 
: ‘ian containing _ Imperia oller a : 
r No. How to Use Paint Rollers Cleaner, a oak refill com 16 aval @ Distinctive packaging 
1 No. ‘low to use paint rollers is told in’ able. Write Wilson-Imperial Com- @ Specified by most builders 
more a new illustrated booklet available pany, Dept. AL, 115 Chestnut St., © Hinge | 
ne of to dealers handling Thomas Paint Newark 5, N. J. ve Somes 
d? Rollers. Offered as a sales aid, this interchangeable 
a colorful eight-page booklet is the re- N | hae Wenalids 
tion a sul: of Thomas’ surveys. These in- ew Interior Varnis It’s easier to sell Stanley 
paint dicated that dealers want to provide A new, clear interior varnish with Hard 
their customers with complete in- improved wear resistance and beau- a 
Smith structions on roller use. The sur- ty of finish has just been placed on 
time}, ‘YeyS also showed that dealers want general sale by the Du Pont Com- The Stanley Works, New Britain, Conn, 
Ao. attractive, informative hand-out lit- pany. This tough finish, which may 
Vhats erature for hard-to-sell customers, be used on floors or furniture, has 
showing the ease, speed and perfect superior resistance to alkali, ex- STAN LEY 
stailer |@ ‘esults of roller-painting. All deal- tremely hot or cold water, alcohol, 
er re- ers contacted reported they sold and many other substances which Reg. U.S. Pat. Off. 
aints? |, More paint to customers who bought _ usually print, mar, and scar ordi- | HARDWARE © TOOLS © ELECTRIC TOOLS 
3 > Paint rollers, and attributed it to nary varnishes. Known as “Dulux” STEEL STRAPPING © STEEL 
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“A dependable 
source for 


| SUPERIOR 
i QUALITY 


BIRCH 


x *« * 








BIRCH 





STOCK PANELS 


Grades A-A, A-l, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: }4" to 34”. Complete stock 


7 
~ sizes. 
e 


3-ply. 


; All Birch plywood meets Bureau of 


Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100’. Backs, Cross 
Banding and No. 1 Sheet Stock. 


| L.C.L. or CAR 


| SHIPMENTS 


now available from our new 


















including 


DOOR PANELS 


birch and gum and 3%. 
STOCK PANELS 


birch and gum, all sizes 


SHEATHING 
fir and gum, all sizes 
Specify your Requirements 


* © 


w.R.BRAUND 


Company 


Room 214 Wabeek Building 
276 West Maple Avenue 
Birmingham, Michigan 








Birmingham TWX 500 
Detroit Warehouse— 
Tel. TY 4-4095 








CARLOAD SHIPMENTS OF 


PLYWOOD 


BIRCH DOOR PANELS 


Grades available: A-3, 1-3, 2-3, 
3-3, in %" and 3%”. All panels are 


DETROIT WAREHOUSE 


Telephone— Midwest 4-3450-51-52-53 


Interior Varnish, this finish has 
been used with great success on 
gym floors and in schools, where 
scuffing feet take their toll of most 
varnishes. The tough film and 
“build” of film-thickness of this 
varnish make it a practical finish 
for the homeowner. It is ideal for 
furniture where a_hard-wearing 
finish is required, and is particu- 
larly practical for bar-tops, window 
sills, and tables. Write Du Pont 
Company, Dept. AL, 350 Fifth Ave., 
New York 1, N. Y. 


Stazon — White Caulk 


Stazon Caulk, a general purpose, 
white caulking compound, really 
stays on, the Plastic Products Com- 
pany emphasizes. The eompound is 
available in spouted and unspouted 
cartridges to fit most guns, col- 
lapsible tubes, quarts and gallons. 
The manufacturer can also supply 
the guns. Used at critical points 
of the house, Stazon is said to avoid 
many costly repairs. For samples 
of the compound write Plastic Prod- 
ucts Company, Dept. AL, 6461 
Georgia Ave., Detroit 11, Mich. 





Exhaustive tests on the Fleet- 
Wing Wall Coater have been con- 
ducted under actual working con- 
ditions on every type of wall sur- 
face by the Pittsburgh Plate Glass 
Company’s brush division plant in 
Baltimore, Md. Professional and 
amateur painters working on new 
and old, simple and complex paint- 
ing surfaces have used the new 
painting tool for 50 consecutive 
painting hours without any notice- 
able depreciation. The working 
tests included use of the wall coater 
for single and two coat coverage 
over wallboard, plaster, wood and 
various masonry surfaces. The 
FleetWing Wall Coater may be used 
for applying any type of flat or 
gloss wall paint including latex (rub- 
berized), resin emulsion and other 
water thinned paints. It possesses 
excellent efficiency for the applica- 
tion of the latter category of fin- 
ishes because the scientific bristle 
used in its manufacture will absorb 





less than three percent of its own 
weight in water, thus retaining 
elasticity and snap after many 
hours. Write Pittsburgh Plate Glass 
Company, Paint Division AL, ?0- 
551, Pittsburgh 22, Pa. 








"Professional Color Kit'' 


This patented kit contains a com- 
plete inventory of the tubes neces- 
sary to make the 300 Rahr-Color 
Clinic-styled colors of the Spectro- 
Matic Tinting System, a set of three 
8 by 10 color books showing the 
actual paint colors of the system, 
and a pair of scissors to open the 
tubes. Using this “Professional 
Color Kit,” a contractor can make 
any of the scientifically chosen col- 
ors he wishes in a fraction of the 
time it takes using conventional 
colors in oil. The formula for each 
color is printed on the back of each 
color sheet for gallon, quart and 
pint quantities. By using the tubes 
of colorant in the approved Spectro- 
Matic white bases, any of the 300 
colors may be made in flat, semi- 
gloss, high-gloss and quick-dry en- 
amel. Fifty-five of the colors are 
suitable for floor enamel, and 165 
colors may be used for exterior 
house paint. Write Rockford Paint 
Manufacturing Co., Dept. AL, 200 
Sayre St., Rockford, II. 






Style Guide 

The Sherwin-Williams 144-page 
Style Guide Companion is made up 
of giant paint color chips. Windows 
in each page show decoratively- 
correct accessory colors. Using the 
Companion, the customer can build 
an attractive color scheme based 
on the color of furnishings already 
in the home. Write the Sherwin- 
Williams Co., Dept. AL, 101 Pros- [ 
pect Ave., N. W., Cleveland 1, Ohio. ff 
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A Quality Line — Competitively Priced! 





STENMAN 


BUILDERS’ HARDWARE 



































You sell top quality 
when you stock the 
Gensco Stenman 
line of shelf and 
builders’ hardware. 

They’re made 
from the finest ma- 
terials by one of the 
oldest and most ex- 
perienced manufac- 
turers in the world. 

Stock this com- 
petitively priced 
hardware line — 
have the items cus- 
tomers want at the 
right price —and 
watch your volume 
soar. 

Complete line of 
ball and plain bear- 
ing, loose pin, ball 
or button tip butts 
in all popular sizes 
and finishes. 





Barrel Bolts 


Butt Hinges 


CENSCO CROWN BRAND 
WOOD SCREWS 


Complete range of 
sizes in flat, round 
ind oval head— 
brass, bright steel 
or blued finish. 













‘OA 


Omamental Cabinet Hi 






nee 





WRITE FOR LITERATURE WRITE FOR PRICES 


GENSCO TOOL DIVISION 


GENERAL STEEL WAREHOUSE CO., INC. 
1812 North Kostner Avenue e Chicago 39, Illinois 
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DEALERS! 


| 


H 
Y | 
i 


1; 












! to your 
| WINDOW line! 











WOW Eps 


CHEMICALLY TRERTED 
FOR Resicray, a 







Write for 
attractive 
DEALER 


OFFER 







ECONOMY FEATURES 
BUILDERS LIKE! 


Factory assembled, including glazing and 
hardware, as a‘‘package” unit! Lowers delivery 
and warehousing costs. 


Three stock sizes meet most requirements. 
Competitively priced. AVAILABLE for 
quick delivery. 


GATE CITY SASH & DOOR CO. 


“Wood Window Craftsmen Since 1910” 
P.O. Box 901, Fort Lauderdale, Florida 


MEMBER OF THE PRODUCERS’ COUNCIL, INC. 
REFER TO SWEET'S BUILDERS FILE 4-D GA 


MAIL THIS COUPON TODAY FOR FULL PARTICULARS 


(PSs OSS SS SSS ee SSeS ewey 


I GATE CITY SASH & DOOR CO., P.O. Box 901, Fort Lauderdale, Fla. 


x Gentlemen: Please send me complete information AL-6 
Bon Dealer offer for GATE CITY Awning Windows. 
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Step up your 
Paint Profits 








New Paint Color System 


A new practical color system has 
been announced by the G. J. Lie- 
bich Co. This system is so accurate 
that a mistake is almost impossible, 
according to G. E. Nolte, sales man- 
ager. A dealer stocks only white 
in flat, semi-gloss, gloss enamel, 
house paint, house paint primer, 








undercoater and primer sealer. Any 
one of 210 colors is made by the 
dealer in less than two minutes. A 
new principle utilizing a plastic en- 
velope makes this possible. There 
is no measuring necessary, no tubes 
to squeeze, no extra cans, no inter- 
mixing. The colors in this system 
represent the most popular in 
America today and are presented 
in a new-type color selector shown 
here, where a consumer can visual- 
ize 32,760 distinctly different com- 
binations. According to Mr. Nolte, 
a dealer turns his stock 10 to 16 
times per year on both paint bases 
and tinting colors. Write G. J. 
Liebich Co., Dept. AL, 931 N. Og- 
den Ave., Chicago 22, IIl. 


Extra White House Paint 


Bruning Brothers is introducing 
a perfected one-coat extra white 
exterior house paint, No. 1686. 
Here is the manufacturer’s report: 
This newest test tube product saves 
up to 50% on time, labor, and ma- 
terials; results are guaranteed to 
be better than, or equal to, any ex- 
terior house paint made; it not only 
eliminates one coat of priming 
paint but has more hiding pigment 
per gallon than any conventional 
house paint; the covering capacity 
is approximately 500 sq. ft. per 
gallon one coat over a_ sound, 
smooth surface; formula No. 1686 





should wear like iron. The prodnet 
is self-cleaning, fume-proof, and 
the vehicle is composed of only |in- 
seed oils. Write Bruning Brothers, 
Inc., Dept. AL, 4029 E. Chase, Bal- 
timore, Md. 











ZAG for oe 
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Easy to use 








FORMAN. FORD & CO. Home Decoration Aid 


Form-A-Cote Super Satin 


A new kind of rubberized interior 
paint with alkyd added, recently 
was introduced as Form-A-Cote 
Super Satin by Forman, Ford & 
Co.. At the same time, a new-type 








All-metal, with enamel 
finish 


@ Copper-colored 

tops, white bases 
@ Screened openings 
@ Fully assembled 


®@ Adjustable to 
any roof 
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Add Beauty 


217-L OSBORNE, 
120 


URS Reowrs wee 





pHa ee aah De cis ie Ba She hip 3 ri RES LEE Pe SENS ors 
Write for free descriptive folders on 
Metal Cupolas and Flower Boxes 


P. A. RADOCY & SONS 


ROSSFORD, 
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OHIO 


Top Quality 
West Coast Woods 


New 6-ff. band mill 


AS New planing mill 
AS New dry kilns 


With the completion of the new band 
mill, planing mill and dry kilns of our ‘a 
subsidiary, Southern Oregon Planing Mill Fir 
Co. Inc., we're in better position than 
wer to serve you. 
Let us demonstrate. 


ROGUE LUMBER SALES C0. 


P. O. Box 707, Medford, Oregon 

Phone: Central Point, Oregon 1091 
Exclusive Sales Agents for 4 
Southern Oregon Planing Mill Co., Incxe 
Jackson Creek Lumber Company, Inc. 
Reputable Sales Representatives Throughout the Nation. 


~ 





© Ponderosa 
Pine 
© Sugar Pine 


© Douglas 


© White Fir 







A. W. Lingoos 
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.arger Sales! 


WATERLOX 
PRODUCTS 


Greater Profits! 














WATERLOX 
TRANSPARENT 


A tung oil product which seals out moisture 
while producing a natural Finish on all woods 
which is as beautiful as it is durable! 














WATERLOX 
SATIN FINISH 


A natural wood Finish with a wax-like luster, 





and satiny appearance. Its tung oil base adds 
toughness and ability to seal out moisture. 








WATERLOX 


Cement Floor Stain 





Water Repellent 
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_. WATERLOX | 


; 
> DIVISION OF 


‘The Empire Varnish Co. 
2636 E. 76th St. Cleveland 4, Ohio 
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PATALOG | | Complete 


| with illustrations, 


Now Re a dy fo r Yo u application data 


and specifications. 


It’s here . . . Rockwell’s complete, new two-color 
catalog describing the finest . . . mewest . . . most 
profitable line in the industry. Here’s why: 

LA complete line in every detail: Hand Saws... Panel 
Saws... Compass Saws... Keyhole Saws... Nests of 
Saws... Back Saws... Plumber's and Cable Saws... 
Plaster Cutting Saws... Nail Cutting Saws... Pruning 
Saws... All-Steel Buck Saws. 

2. Simplified, yet complete catalog information for easy 
and correct customer selection. Speeds selling .. . 
builds customer confidence. 

3. Famous Rockwell quality and dependability through- 
out. 

a. Extremely interesting retail prices... with a new profit 
margin that will make Rockwell hand saws a top 
dollar producer for you. 

Don’t wait ... act today. Mail the handy coupon for 
complete dealer information. 


Rockwell Tools, Inc. 


Subsidiary of ROCKWELL MANUFACTURING COMPANY 
1314 KINNEAR ROAD, COLUMBUS 8, OHIO 


100 Yeans of Fine Quality Saw Making 




















- 
| ROCKWELL TOOLS, INC., 1314 Kinnear Road, Columbus 8, Ohio | 
| 0 Please rush me. copies of the new Rockwell Hand Saw Catalog. | 
| ( Please advise name of closest stocking distributor. | 
| Name. | 
| Company. | 
i City. Zone State | 
J D 
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% GALVANIZED STEEL 


Keystone Galvanized Steel Wire 
Screening, made of specially selected 
analysis copper bearing steel, gives 
strength and rust resistant qualities. 


% QUALITY BRONZE 


Keystone Bronze Screening, both 
Bright and Antique finish, woven 
from highest quality commercial 
bronze wire of 90/10 analysis (90 % 
Copper, 10% Zinc Alloy) combines 
beauty, hardness, strength and resist- 
ance to atmospheric conditions. 


*& CLAD ALUMINUM 


Keystone Clad Aluminum Screen 
Cloth can be sold by you with con- 
fidence. Will not stain or discolor 
woodwork or masonry. Red rust is 
eliminated, appearance improved. 
urable, and pleasing 


Light, strong, 
to the eye. 






Write for 
free catalog today. 


KEYSTONE WIRE CLOTH CO. 
Hanover, Pa., Fostoria, Ohio 
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color selling system that enables 
the dealer to offer a wide selection 
of popular deep-tone colors in both 
rubberized and oil base paints was 
announced. The new color system 
includes a skillfully-designed cab- 
inet to display individual color 
chips. On the back of each chip 
is the exact formula for its in- 
dividual color, in container amounts. 
Colors are created by intermixing 
base paints. According to the com- 
pany, the customer is assured of 
perfect mixing and matching, be- 
cause all guesswork is eliminated. 
Color Visualizer Folders that “‘pro- 
ject” color chips into the color 
scheme of a typical room, and other 
promotional material, are held in 
racks attached to cabinet. For de- 
tails concerning special offer, write 
Forman, Ford & Co., Dept. AL, 111 
South 2nd St., Minneapolis, Minn. 
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Sold Gud Velvet 


Gold Bond Velvet, described as 
“a sensational new paint for in- 
terior walls and woodwork,” has 
been announced by National Gyp- 
sum Company. It is reported that 
this ready-to-use, rubber-base fin- 
ish is so easy to apply with’ brush 
or roller that it fairly glides on. 
In addition to its exceptional ease 
of application, Velvet is said to 
possess many other important fea- 
tures: (a) it requires no primer 
over most surfaces, (b) it has such 
unusual hiding power that one coat 
is usually sufficient, (c) where 
needed, a second coat may be ap- 
plied after four hours, (d) Vel- 
vet usually dries to the touch in 20 
minutes and, after an hour dries to 
a smooth, velvet-like sheen that is 
scrubbable year after year. The man- 
ufacturer states that Velvet is not 
apt to crack or chip because of its 
flexible film and is recommended 
wherever a tough, durable paint 
is needed. The standard Velvet 
line consists of 12 colors and Dover 
White. In addition, hundreds of 
other attractive shades may be ob- 
tained by combining these colors 
or by adding white to them. Write 


National Gypsum Company, Dept, 
et 325 Delaware Ave., Buffalo 2, 


"Quik-Flat" Paint 


A new quick-drying flat en:me] 
finish which can be tinted to mstch 
its 426 coordinator colors and hun- 
dreds of in-between shades is intro- 
duced by the Martin-Senour con- 
pany. Known as “Quik-Flat,” the 
new product covers most surf:ices 
with one coat and is practically 
odorless, according to William M. 
Stuart, president of Martin-Senour. 
An alkyd type finish, it covers ap- 
proximately 500 feet per gallon and 
goes over all interior surfaces— 
wallboard, dry wall construction, 
plaster, brick, or masonry. It dries 
to handle in one to two hours un- 
der normal conditions and may be 
recoated in seven hours. Used 
with a companion product, Quik- 
Sealer, it makes possible a com- 
plete two-coat painting job in one 
day, Mr. Stuart explained. For- 
mulas, now developed in the com- 
pany’s Color Coordinator system, 
make possible enamel flat finishes in 
426 tints, tones, and shades with 
the use of the 16 M-S basic Nv- 
Hue liquid colors. Write Martin- 
Senour Company, Dept. AL, 2520 
S. Quarry St., Chicago 8, IIl. 





Marlon 


A new Natural Rubber Flat En- 
amel called Marlon has just reached 
the buying market. This new in- 
terior finish is not another water- 
thinned paint. Marlon may be ap- 
plied to walls . . . woodwork and 
ceilings—has all the desirable (ea- 
tures of enamel—lasting durable 
beauty—ease of application ... and 
extreme ease of washability—-yet 
providing a flat velvet-like finish 
that is soft and pleasing to the 
eye. Many decorating schemes of- 
ten call for flat finish on the walls 
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but semi-gloss finish on the wood- } 


work because semi-gloss on wood 
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work washes so easily. Now it is ff 


possible.to have the soft velvety fin- 
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FORK BRACKET 


NO. E1691 


; E1693 
RAKE BRACKET | 


=~ RHC GARDEN TOOL BRACKETS— Well constructed steel _ 


brackets fit flat against your walls—present a complete 
selling stock of garden tools in neatly arranged display. 


Send today for 
your new 





NO. E1897-9” 
UTILITY TOOL HOOK 


REFLECTOR HARDWARE 
CORPORATION 


WESTERN AVENUE AT 22ND PLACE 
CHICAGO 8&8, ILLINOIS 
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INCENSE 
CEDAR 


one 0 ith nods 






from the WESTERN 
PINE 
REGION 





Durable and decay-resistant . . . light 
weight and easily worked . . . receptive to 
paints and stains of all kinds . . . this pleasantly 
fragrant softwood is in demand for a wide range 
of residential and industrial construction work. 


This is but one of ten fine softwoods from member 
mills of the Western Pine Association. All are 
manufactured, seasoned and graded to exacting 
Association standards. Lumber dealers, builders, 
architects and wood users have found them 
dependable and best for many construction uses. 


THESE ARE THE WESTERN PINES 


IDAHO WHITE PINE 
PONDEROSA PINE * SUGAR PINE 


THESE ARE THE ASSOCIATED WOODS 


LARCH * DOUGLAS FIR 

WHITE FIR * ENGELMANN SPRUCE 
INCENSE CEDAR * RED CEDAR 
LODGEPOLE PINE 
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~S WESTERN 
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} 


Write for free illustrated 
Facts Folder 

on Incense Cedar. 
Address: 

Western Pine Association, 
Yeon Building, 

Portland 4, Oregon. 
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TEXARKANA U. 











SALES OFFICE 





-- GAK FLOORING 
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SOUTHERN HARDWOODS 
DIBOLL ano PINELAND, TEXAS 


KILN DRIED YELLOW PINE --- END-MATCHED FLOORING --- TIMBERS 


SOUTHERN PIN 


MILLS 








ish on both walls and woodwork be- 
cause Marlon is impervious to dirt, 
grease, stains and finger marks. 
Lipstick . . . ink and pencil marks 
wash off readily with a damp cloth 
and mild hand soap. Marlon is 
easy to apply, too. Goes on easily 
with a brush .. . roller-coater or 
spray. Dries evenly in one hour 
with no brush or lap marks... no 
drag or pull. One-coat coverage on 
most interior surfaces. Marlon is 
available in 12 colors and 24 inter- 
mixes. Direct-mail pieces, enve- 
lope stuffers, and consumer color 


cards may be had on request. Write 
Elliott Paint & Varnish Co., Dept. 
Chicago 


AL, 4525 W. Fifth Ave., 
24, Ill. 





Supreme Steel Wool 


There are six grades of Supreme 
Steel Wool used in preparing vari- 
ous surfaces for painting. The 
Finest smooths surfaces for final 
coating on all wood and metals. The 
Very Fine is for rubbing down final 
coat, dulling varnish; also used for 
cabinet work. The Fine Grade re- 
moves paint from wood, discolora- 
tion and stains. Standard Grade 
is used for preparation of surfaces 
for first coats, smoothing wood- 
work. Medium is ideal for remov- 
ing paint and varnish and scrub- 
bing floors. The Coarse Grade is 
used where severe action is re- 
quired for smoothing rough sur- 
faces and to remove rust, paint, 
shellac, varnish and corrosion. Su- 
preme Steel Wool as shown above is 
packed in 16 large pads (414”x 
4144” x1’) made of lengths of con- 
tinuous ribbon wool, folded in lay- 
ers and compressed into convenient 
pads. This avoids waste in taking 
unnecessary quantities. There are 
12 packages in a corrugated ship- 
ping carton. For copy of catalog 
featuring the complete line of steel 
wool, write Brillo Manufacturing 
Co., Inc., Dept. AL, 60 John St., 
Brooklyn 1, N. Y. 


Brick and Stucco Finish 


Colorizer Brick and Stucco Fin- 
ish is a brand-new one-coat paint 
especially created for direct appli- 
cation on masonry surfaces such as 
stucco, brick, concrete, cinder and 
concrete blocks. Described as a 
“breathing-type” paint, it permits 
the transmission of moisture 
through the paint film without 
breaking down the film itself. Thus, 
dampness penetrating through the 
paint can escape. Heretofore, if 
a finish material was applied di- 
rectly over the masonry or stucco 








surface without a special priming 
or sealing coat, blotching, streak- 
ing, lapping, and color irregularity 
were bound to result. Extensive 
field testing on the material has 

provided its satisfactory perform- 
ance. In Southern California, where 
stucco construction abounds and 
climatic conditions are rigorous, 
especially on the seacoast, home- 
owners were formerly plagued by 
blotching, streaking and fading 
color of stucco finishes. With the 
new Colorizer Brick and Stucco 
Finish, no failures resulted. Color- 
izer Brick and Stucco Finish can 
be had in all the 1,322 Colorizer 
colors. It has a low eggshell lustre 
on a smooth surface. It can be 
applied by brush, roller or spray- 
gun, by either a professional or an 
amateur painter. Write Colorizer 


Associates, Inc., Dept. AL, 345 
_ Western Ave., Chicago 12 
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ADELPH! 


Kedi. Blent 


'ONABLE DECORATOR CO OLOR® 





wo ONE COAT ns: oe 


“WORTHLANDS ae) 


One-Coat Flat Enamel 


The newly formulated Adelphi 
Redi-Blend One-Coat Flat Enamel 
offers the painter or the home- 
owner the opportunity of decorat- 
ing his home in the most attractive 
high-fashion colors with a mini- 
mum of time, effort and expense. 
This one-coat flat enamel is a wash- 
able alkyd-base interior flat that 
primes and finishes most surfaces 
in a single operation. It may be 
applied by brush or roller and of- 
fers an attractive satin finish with 
no streaks or shiners found in many 
deep tone interior flats. All colors 
of this material may be _inter- 
mixed, to obtain countless thou- 
sands of additional tints and deep 
tones when so desired. The 16 
ready-mixed colors, as shown in the 
manufacturer’s excellent decorator 
guide and color card, are competi- 
tively priced and were selected as 
a result of comprehensive surveys 
made throughout the country by 
leading interior decorators and 
decorating publications. | Write 
Adelphi Paint & Color Works, Inc., 
Dept. AL, 86-00 Dumont Ave., 
Ozone Park 17, N. Y. 
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12 This 48-inch old growth McKenzie River Yellow Douglas 
Fir log coming up the chute into the sawmill is pictorial 
testimony that Rosboro is cutting large old growth logs, 
which every lumberman knows produce the finest upper 
grade lumber, such as flooring, siding, finish, etc. 
For top quality Douglas Fir, order from Rosboro. 
. } 
| ROSBORO LUMBER CO. 
Springfield, Ore. 
f 
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mm E. The McCimcloud. Calif. 
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= | seat Wt THOMASON 
a . FLUSH DOOR 
ny (ALL-WOOD THROUGHOUT) © 
me ‘If vou are a building: material dealer, it will be 
€ if : a aie definitely to your advantage to investigate the 
1 . & ; ay sales possibilities of the THOMASON Flush Door 
. k. 3 . ae | in your territory. a a 
_ —- & , ae WRITE TODAY FOR NAME OF a 
9 4 : f . YOUR NEAREST DISTRIBUTOR __ 
y e4 te 5 WESTERN Sold Only Through Distributors — 
3 oe THOMASON 
PLYWOOD CORPORATION | 
FAYETTEVILLE e NORTH CAROLINA 
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The Only Guarantéed - 


Mationally Advertiaed 


RED CEDAR CLOSET LINING 





BROWN’S 


SEAL- PACKAGED 
ALL WIDTHS 40’ 










isu 
i © 


Our national 
4, advertising is 
ms currently pro- 
NS ducing thousands 
9 of ee pen pa 
> ies which are turne 
@ over to our dealers for 
s* follow-up. This interest in 
cedar closet lining repre- 
sents a growing and active 
market. Brown's Super-Cedar 
is a fast-moving, profitable item 
as produced by the largest and old- 
Rs est experts in the business. Sold only 
6 ‘ awe leading jobbers and millwork 
istributors. 


Write for Builders Folder and Consumer Booklet 








PRODUCT OF 


GEO. C. BROWN & CO., Inc. 


GREENSBORO, N. C. Established 1896 
LARGEST MANUFACTURERS OF 


AROMATIC RED CEDAR IN THE WORLD 





Hassall threaded asbestos siding 
nails are the choice of contractors 
throughout the country. Made of 
bronze and steel with plated 
finish. Note threaded shank which 
guarantees maximum holding 
power. Made of #14 gauge wire 
(082) in 1”, 1%”, 13s”, 1%” lengths. 
Advise quantities. Prompt shipment. 


JOHN HASSALL, INC. FF 


160 Clay Street 
Brooklyn 22, N. Y. 
Established 1850 
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Eliminates Paint Blisters 


Many a paint job on the old 
homestead has unaccountably gone 
sour, not because of poor quality 
paint, but because of destructive 
wall moisture. To eliminate this 
danger, the X-Haler Moisture Ven- 
tube which, when properly installed, 
exhales wall moisture and does a 
lot to eliminate blisters, peeling and 
discoloration. It is fabricated from 
an Alcoa Aluminum impact extru- 
sion. “First,” says the manufac- 
turer, “drill a 34” hole at right 
angles through siding and sheath- 
ing, about 14% inches beneath the 
lap as illustrated here. Push the 
aluminum tube gently into place.” 
About 50 of them will take care 
of an average-sized clapboard home. 
They’re inconspicuous, fireproof, 
will last longer than the house it- 
self. Write Cornwall & Company, 
Dept. AL, 566 E. 200 St., Cleveland 
19, Ohio. 





Paint Sprayer for Farm 


This unit meets the need for a 
highly portable source of com- 
pressed air that can be regulated 
for both high and low pressure to 
do over-all duty on the farm or in- 
dustry. The new line of portable 
air compressors is designated as 





the “PC Series.” In single and two- 
cylinder models, these units deliver 
100 lbs. or more of regulated air, 
They are powered by %, %, %4 or 
1 H.P. electric motors; or with i% 
H.P. gasoline engine. Actual air 
delivery ranges from 1.5 to 3.5 cfm 
at 100 psi. The compressor is 
mounted on a semi-pneumatic-tired 
truck with air storage tank mount- 
ed below. The unit is designed for 
general air service; for pumping 
up truck, tractor and auto tires; 
for operating small air tools; for 
greasing jobs; for the operation of 
blow guns and for maintenance 
spray painting, whitewashing or 
enamel and lacquer finishing. Spray 
gun and hose is optional equipment 
and can also be utilized for spray- 
ing cattle, for liquid fertilizer, in- 
secticide and disinfectants. For 
literature, write Electric Sprayit 
Co., Dept. AL, Sheboygan, Wis. 





Prevents Moisture Blistering 

The destructive effect of mois- 
ture on wood construction is avoid- 
ed by use of an easily installed 
aluminum louver. The “Midget” 
Louver is made in sizes from 1” 
to 4” and is installed simply by 
drilling a hole of suitable size and 
tapping the louver into place. No 
nails or screws are needed. The 
“Midget ” Louvers are slotted and 
swedged for tight anchorage. Built- 
in screens keep out insects; deflec- 
tors keep out rain. Although es- 
pecially important on_ insulated 
construction where they maintain 
dryness, they are also desirable in 
any structure which has been af- 
fected by fungus, dry rot, and de- 
structive insects or where paint is 
blistering from moisture from 
within or without the house. “Mid- 
get” Louvers are installed under 
flat roofs, peaked roofs, over un- 
excavated areas, on gable ends, on 
storm sash and doors, on the in- 
terior walls of finished basements, 
or wherever else it’s desirable to 
maintain efficient ventilation and 
avoid dampness. Installed on gable 
ends and under roofs, they are said 
to lower room temperatures. The 
only tool required is a hole saw or 
a brace and expansion bit. Write 
The Midget Louver Co., Dept. AL, 
6-8 Wall St., Norwalk, Conn. 
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Clue to faster, more profitable 


_WEATHERSTRIPPING SALES! 


RESISTS WEAR 


--coated with wa- 
terproof neoprene to 
preserve it against 
abrasion, tempera- 
ture extremes, 
grease and oil. 
















SPRINGY 
... live sponge 
rubber bead 
gives it the 
“jump”'} 


FLEXIBLE, INSTALLS EASY 
e « » Woven spring-wire attaching strip 
makes it a cinch to fit the sharpest corners 
with a continuous seal. 


JUMP YOUR PROFITS! ORDER NOW! 


Your jobber’s ready to jump to your order 
for high-profit INNER-SEAL. Your custom- 
ers will jump to buy it when they make 
the “Jump Test” and flip the InNER-SEAL 
strip (see photo) on the counter — 


STAYS LIVELIER LONGER ... SAVES MORE FUEL 








nn: 


BRIDGEPORT FABRICS, INC., BRIDGEPORT 1, CONN. 





Genuine 


NORTHERN WHITE PINE 


(Pinus Strobus) 
Entering Our Thirtieth Manufacturing Year 
Continuous Supply Still Available 


IMMEDIATE SHIPMENT 
Straight or Mixed Cars 


@ Common Boards 
@ Barn and Drop Siding 
@ Sheathing 
@ Factory & Flask Lumber 
@ Knotty Pine Paneling 


KILN DRYING FACILITIES 


RAINY LAKE LUMBER CO. LTD. 


Sales Office: 


1026 Chicago Title & Trust Bldg. 
CHICAGO 2, ILL. 
Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 
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J. HERBERT BATE CO., INC. 


30 CHURCH ST., NEW YORK 8,N.Y. 
PHONE: WORTH 4-6363. TELETYPE N. Y. 1-1098 








SCHOCLS HOSPITALS © INDUSTRIAL * COMMERCIAL — 
eas ~=CRESIDENTIAL © CONSTRUCTION ... 


Get the MOST for 
Your Building $$’s 





ONLY PULLMAN 


SASH BALANCES 
GIVE YOU ALL THESE FEATURES 


1. PERFECT BALANCE... window weight absolutely 


balanced. 


2. EFFORTLESS ACTION ... no weight to lift... 


windows raise easily. 


3. LOW COST, EASY INSTALLATION .. . use 
regular pre-fabricated windows . . . a minimum of 
on-the-job carpentry work. 


4. LIFETIME GUARANTEE ... 
guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 








which they are installed. 


WRITE FOR LITERATURE 
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ADVANTAGES 
THAT SELL 


VENIO 


steel Fame 














BOTTOM 
al VENTILATION 
REMOVABLE 

SASH 


® Adjustable Ventilation 
Effortless operation gives any 
of three openings, or remov- 
able sash. 





@ Weathertight Construction 
Double contact with leak- 
proof watershed sill stops 
wind and rain. 


® Maximum Strength and Rigidity 
Sturdy 14 gauge frame, elec- 
trically welded throughout. 
Fins welded to jambs for easy 
installation in block or poured 
concrete walls, 


Also casement, utility and barn win- 
dows, Vento steel lintels for cost- 
saving block construction. Write for 
full information. 


VENT(] Steel | Products 


249 COLORADO AVE. * BUFFALO 15, N.Y. 
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Step up your — 
‘Paint Profits: 








New Stain Now Colors Wood 

Homemakers can now color and 
stain natural wood and furniture to 
obtain authentic hardwood effects 
with just the simple stroke of a 
brush! Sapolin’s new Waxed Effect 
Stain, used right out of the can, 
gives a smooth, even hardwood col- 
oring without the usual bother and 
mess of rubbing and wiping. This 
new method of wood coloring elim- 
inates the usual long waiting-to- 
dry period, as well as the messy job 
of using fire hazardous rags for 
wiping. Since this new stain does 
not raise the wood grain, it obviates 
the necessity of sanding or rubbing. 
It leaves a fine waxed effect finish 
without the coat of shellac that or- 
dinary stains require. Available in 
six hardwood colors — Colonial 
Maple, Dark Oak, Cape Cod Maple, 
Walnut, Dark Mahogany and Salem 
Pine, this new wood colorant is per- 
fect for use on ready-to-paint fur- 
niture, floors, paneling or trim. 
Write Sapolin Paints Inc., Dept. 
AL, 229 E. 42nd St., New York, 
N. Y. 





Warner Paper-Hanging Kit 
Developed to meet the needs of 


the amateur or home decorator, 
Warner’s No. 325 Paper-Hanging 
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be ai good 
rental kit containing professional 


Kit is said _ to 


grade tools. In _ one 
and portable unit, is everythiag 
needed for the homeowner to 
make the job of wallpapering both 
quicker and easier. It is also su‘t- 
able for the decorating contractor 
or maintenance crew. ‘The zinc 
trimming plate is inset and maie 
flush with table surface. The full 
length, extra heavy zinc plate is 
permanently set right into grooved 
top of pasting table, providing a 
non-curling surface that is ideal 
for trimming wallpaper. Zinc is re- 
versible and easily replaced. Spe- 
cial features are snap down canvas 
pockets for storing tools; swivel 
brackets for storing straight edye 
and brushes; comfortable leather 
handle for carrying kit; exception- 
ally strong and durable basswood 
table; this paper-hanging kit is 
packed in one carton. Write Warner 
Manufacturing Company, Dept. 
AL, 801—16th Ave., S. E., Minne- 
apolis 14, Minn. 


compact 





Unique Dealer Help 


Creating two sales instead of one, 
is the purpose of a unique dealer 
help just made available by Low- 


ebco, Inc. The firm is the manu- 
facturer of “‘Wilsolve,” the organic 
liquid solvent that removes varnish 
from floors without sanding. The 
company’s new merchandiser is a 
16x12 inch display for counters 
or windows, featuring a can of 
“Wilsolve” plus a can of whatever 
varnish or coating the dealer is in- 
terested in promoting. The idea is 
to encourage two saies. When a cus- 
tomer buys “Wilsolve” to remove 
varnish, he is reminded to buy a 
varnish or coating to complete the 
job of renewing the floor anid 
brightening the home. Eye-catcl- 
ing illustrations and text in three 
colors on the display, stress the 
copy motif, “Off with the old look’ 
and “On with the new” on floors. 
Also emphasized is the time-savinz 
method of using “‘Wilsolve,” how it 
removes varnish, coatings and wax 
from old floors and inlaid linoleum, 
is gentle to the hands and requires 
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no after-rinsing. ‘“Wilsolve” is na- 
ticually advertised in leading mag- 
azines and newspapers. Write Low- 
ebco, Ine., Dept. AL, 1525 East 
58:d St., Chicago 15, IIl. 





Hyde Trim-N-Paster 


With the new Hyde Trim-N- 
Paster, dealers are able to offer this 
new and different service to home 


decorators. The Trim-N - Paster 
enables the homeowner to prepare 
paper for hanging, up to three 
times faster than with old methods, 
and even though they’ve never had 
experience, they can trim and paste 
wallpaper with absolute accuracy 
and neatness. The Trim-N-Paster 
is a simple, inexpensive machine 
that trims and pastes wallpaper in 
one operation. Special features are 
accurate trimming while paper is 
dry and unfolded; even, uniform 


pasting — while paper is being 
trimmed; spotless neatness and ef- 
ficiency i 





simplified operation—no motors or 
complicated machinery; easy—no 
bending, dipping, hard work. The 
Trim-N-Paster is packed individ- 
ually in an easily portable case 
complete with simple, well-illus- 
trai'ed instruction booklet. Some 
deaiers are offering it to homeown- 
ers on a rental basis. Descriptive 
literature is available. Write Hyde 
Manufacturing Co. Dept. AL, 


Soi thbridge, Mass. 


Exterior Masonry Paint 


Gold Bond Exterior Masonry 
Paint is a water-mixed resin-emul- 
sion type paint for use over stucco, 
concrete, masonry blocks, asbestos 
Sid‘ag and brick. In one coat, it 
provides a uniformly beautiful, flat 
matte finish. Gold Bond Exterior 
Masonry Paint shows no laps, no 
sploteches—gives exceptional color 
uniformity over large wall surfaces, 
especially in the medium and deeper 
colors. Practically all masonry con- 
tains some moisture — moisture 
which must be allowed to evaporate 
Outward through the paint. This 
moisture causes blisters on 
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‘CROSS THE NATIOn 


The Buyers Who | 
Know Demand..... 


Merabarit. precision 


aluminum windows! 


Year after year, under any weather conditions, Metalart precision 
aluminum windows continue to give trouble free operation—with 
Metalart windows the first cost is the only cost because they 
can’t rust, rot, warp, chip or swell and they never require 
painting or maintenance. The Metalart Aluminum Residential 
Double Hung Window is the only residential window with a 
sturdy 3/2” wide extruded aluminum frame. The completely 
weather proofed Metalart double hung window operates smoothly 
and is equipped with patented balancing mechanism that holds 
either sash stationary in any open position. Metalart double 
hung windows are equipped with stainless steel hardware and are 
completely weatherproofed with neoprene and stainless steel 
weatherstripping. 

Metalart windows are available in the double hung series, the 
casement and picture types—the casement is fabricated from 
solid aluminum extrusions, is electri- 


Cay QUALITY > 
cally fash welded and equipped with |e APPROVED Sy, 


pe wari 

Screens are available in full or half TYPE 

length aluminum frames or tension AW MLA Quaity Specifications -M 

ae oe ae omy ~¢ hy full Son Poaeets Ht Seen 

ength aluminum frames for the case- Sa wr — 
ment. Casement windows are made for PR anebveses caine 
inside screen mountings for home 

owner convenience. 



























































WRITE FOR 16-PAGE METALART CATALOG: Find out more 
about Metalart merits, including sizes available, installa- 
tion, etc. Metalart Aluminum window distributorships and 
dealerships available—write for complete details. 


METAL ARTS MANUFACTURING COMPANY, INC. 


P.O. Box 4144 Atlanta, Ga. 


Member of Aluminum Window Manufacturers Assn. 





Your requirements for 

block and strip hardwood | 
flooring (Northern 
Maple, Oak and 

Birch) can be met 
most satisfactorily from 
our well-balanced inventory. 


Ask about the new 

Y-B Mixed Hardwood 
“Economy Blox” .. . the 
most distinctive, 
attractive and economical 
hardwood block flooring 
you have ever seen! 


Member NFMA, NOFMA 


“Economy Blox” are made up from 
carefully selected mixed hardwoods 
. . . northern maple, birch and oak 
... in all grades. 
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PUSH OR PULL ACTION 


The beauty of this new latch is its design 
and ease of installation. Requires no 
mortising—simply bore a one inch hole 
and insert screws. Four screws (two con- 
cealed) hold latch securely to the door. 
It closes silently and locks with a con- 
venient slide bolt instead of the previous 
swing lever. Handles are heavy castings 
in aluminum, brass or bronze. Beveled 
escutcheon plates. Absolutely guaranteed 
against breakage. Also available with 
locking mechanism and two keys. Display 
models for dealers. 


Leloch 






Ask Your Jobber or 
Write for Catalog 


BRASS WORKS, INC. 250 EAST FIFTH STREET 
ST. PAUL 1, MINNESOTA 








ordinary paints, but passes right 
through Gold Bond Exterior Ma- 
sonry Paint without.injuring the 
finish. Available for distribution 
July 1. Write National Gypsum Co., 
Dept. AL, Buffalo 2, N. Y. 





Valspar Stain-Wax 


Valspar Stain-Wax, a penetrat- 
ing, soft lustre finish for floors, 
trim and paneling, stains, finishes 
and waxes in one application. It is 








inventory at cost plus freight. 


any and all bids. 





Due to the expiration of the Corporate Charter of the Lake Mills Lum- 
ber Company, and to enable the Board of Directors to terminate the busi- 
ness, the Lake Mills Lumber Company, Lake Mills, lowa, will be sold. This 
is an excellent retail lumber yard in a large trading area, located on U. S. 
Highway +69 and Highway #105 in North Central lowa. This yard is 
doing an average yearly volume of $130,000.00 and carries an average 
inventory of $30,000.00 to $40,000.00. 


Terms: Real estate, buildings, furniture and fixtures at a stated price plus 


Sealed bids will be received by the Secretary of the Board of Directors 
of the Lake Mills Lumber Company, Lake Mills, lowa, until 8:00 P. M. on 
the Ist day of July, 1952. Each bid to be accompanied by a certified 
check in the amount of $10,000.00. The Board reserves the right to reject 


A. O. Westland, President. 
C. O. Groe, Secretary. 








130 


made in four wood colors—lirht 
oak, dark oak, walnut and mahog- 
any—and natural. One gallon coy- 
ers from 500 to 700 square feet, one 
coat. For a complete two-coat job, 
one gallon will usually cover 200 
square feet. Valspar Stain-Wax 
penetrates the wood and gives a 
soft lustre rather than a high pol- 
ish. It may be applied with a brush 
or clean cloth, and it does not raise 
the grain or show laps or brush 
marks. Valspar Stain-Wax is in- 
tended for use on new wood—or on 
old wood from which the previous 
finish has been removed down to 
the natural wood base. It never re- 
quires rescraping. Places that are 
worn by constant use may be 
touched up by simply applying 
Stain-Wax in the color originally 
used. Homeowners who want to fin- 
ish knotty pine paneled wails (or 
walls of other woods) easily, will 
appreciate Stain-Wax for this pur- 
pose. A Valspar Stain-Wax color 
card is available. Write Valentine 
& Company, Inc., Dept. AL, 11 East 
36th St., New York 16, N. Y. 





New Polish 


Bruce Foam Polish for furniture, 
woodwork, painted or metal sur- 
faces is the newest addition to the 
well known line of E. L. Bruce Co’s 
household products. The silicone- 
base polish makes a gallon of foam 
when released from the 9% oz. 
pressure-type dispenser. Foam Pol- 
ish cleans as it polishes. Directions 
are simple: Foam on! Wipe oi!! 
The contents cannot spill and the 
container will not make rings. Each 
dispenser contains enough to polish 
the average dining room table 100 
times. Free dealer helps available 
include newspaper mats, electros, 
glossy prints, statement enclosures, 
display pieces and catalog sheeis. 
Write E. L. Bruce Co., Dept. AL, 
Memphis, Tenn. 
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AND ALLIED PRODUCTS 






















For over 23 years our Company has spe- 
cialized in the manufacture of Oak Floor- 
ing. Our Ozark Brand Oak Flooring is 
made from selected stock, properly sea- 
soned in Moore Cross-Circulation Kilns. 
Our plant is modern throughout and 
machine work unexcelled. 


Ozark Brand Oak Flooring is expertly 
graded in accordance with NOFMA grad- 
ing rules. 


Try Ozark Brand 
Oak Flooring 
You'll like it. 


THE OZARK OAK FLOORING CO. 


BISMARCK, r/ 
MISSOURI 


~ 
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THE AIR with 


Efficient sidewall venti- 
lation for new or old 
structures! Helps prevent 
condensation and moisture 
blistering. Easy to install. 
2 styles—for indoor or 
outdoor use—both with 
built-in insect screens. All- 
aluminum. 5 sizes—1” to 4’. 


Use on sidewalls, flat roofs, 
eaves and soffits, gables, 
unexeavated areas, finished 


etc. Write for information. 


THE 


Is Insurance of ENDURANCE 


A rugged, dependable, fast machine of more than a thousand uses 


Compound Mitering - Cross Cutting - Rabbeting - Dadoing - Ripping - Shaping 
Fluting - Ploughing and many more operations are possible using this versatile 
machine. Write for further details. 





Immediate Delivery on 2 to 7! HP 
A STURDY SAW MADE TO MAKE MONEY FOR YOU 


WILSON SAW FRE DIA MACHINE WORKS, INC. 


632 Park Ave., Media, Pennsylvania, U.S.A. 


GIVE CONDENSATION 
“MIDGET — 











basement walls, cupboards, closets, storm sash, 


MIDGET LOUVER C0. 


6-8, WALL STREET © NORWALK, CONN, 
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DO YOU HAVE 
A REDWOOD 
ACCOUNT? 








HOBBS WALL, Redwood Lumber 
Distributors for the past 86 years 






are inviting inquiries from whole- 





sale lumber distributors and com- 






mission men who also have built 





their business on years of honest 





dependable service. 


HOBBS WALL 
LUMBER CO. 


Wholesale Distributors of 
California Redwood Lumber 










405 Montgomery Street, 
San Francisco4 GArfield 1-7752 























STICK WITH THE 





LINOLEUM PASTE THAT MEANS 
EXTRA PROFITS 


TIGER-GRIP 
LINOLEUM PASTE 


More spread per 
gallon (20 yards or 
more) .. . smooth- 
er body... easy to 
spread ...no dis- 
agreeable odor .. . no presetting neces- 
Sary ...never gummy or tacky. 
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LINOLEUM TROWEL 


Spring steel, correctly 
serrated for proper 
spreading. Aluminum 
shank, turn-proof han- 
dle. Durable, light- 
weight. 









CONSUMERS 
WATERPROOF CEMENT 
Ideal companion for 
Tiger-Grip. Where damp- 
ness exists —sink tops, 
baths, lavoratories, for 
closing seams, etc. 


Order from your wholesaler. 















iSIS N HADLEY ST 






















CONSUMERS GLUE CO. 


ST. LOUIS 6. MO. 





National Gypsum Announces 
a Paint Sales Division 


National Gypsum Company has 
announced that as a consequence of 
the acquisition of Wesco Water 
Paints, Ine. it has reorganized its 
sales department to include a Paint 
Sales Division. The newly formed 
division will handle sales under both 
the Gold Bond and the Wesco labels. 
J. W. Duncan and E. D. Shipman 
were named to head up the Paint 
Sales Division. Mr. Duncan will act 
as division sales manager while Mr. 
Shipman will serve as assistant sales 
manager for the division. 

Commenting on the move, John W. 
Brown, general sales manager, stated 
“With the acquisition of Wesco, paint 
has become the second largest volume 
group among our almost 200 prod- 
ucts. The importance of this product 
group to our company necessitated 
the formation of a new administra- 
tive team to supervise and expand 
sales in the latex, texture, and ma- 
sonry paint fields.” 


New Plant Addition 
for Elliott Paint & Varnish 


H. A. Rowland, president of Elliott 
Paint and Varnish Company, Chicago, 
has announced that ground has been 
broken for a $200,000 plant expansion 
program at 4525 W. Fifth Avenue. 
Due to the increased demand for 
Elliott paint products, this building 
program has long since been neces- 
sary but has been delayed until now 
because of building restrictions. 

The new addition will add 13,000 
square feet to present facilities and 
provide an entire new floor to the 
present building for general offices as 
well as 6,000 square feet for manu- 
facturing, warehouse, shipping and 
receiving. 

Another innovation will be the in- 
stallation of a model paint store sec- 
tion. This duplication of a paint store 
will enable Elliott to instruct. and 
educate paint dealers in the proper 
merchandising and point-of-sale dis- 
play of Elliott’s paint and varnishes. 
In turn, this will prove beneficial to 
Elliott by bringing the retail picture 
to life right in the plant proper. 


New Location of Devoe & 


Raynolds' Chicago Office 


_Open house for paint and wallpaper 
distributors, dealers and customers 
was held May 27 by the Chicago 
branch of Devoe & Raynolds Com- 
pany, Inc. to mark the formal open- 
ing of the company’s new warehouse 
and offices at 7621 S. Greenwood 
Ave., Chicago, it was announced by 
W. D. Vickroy, Chicago branch man- 
ager. The celebration which lasted 
from 11 a. m. to 8 p. m., was attended 
by guests from Illinois, Northern 
Indiana and Southern Wisconsin. 
Located for 70 years at 825 W. Chi- 
cago Ave., the Chicago branch offices 
and warehouses have been moved to 


NAMES IN THE NEWS 





the new location in order to maintain 
larger stocks and to secure greater 
office space for salesmen and execu- 
tives of the Chicago branch, Mr. 
Vickroy explained. Deliveries to re- 
tailers and painting contractors in 
Illinois, Northern Indiana and South- 
ern Wisconsin will be made from the 
new location. The Central district 
office, serving 24 Midwest states has 
moved to Chicago Title and Trust 
Bldg., 111 W. Washington St. 

The new warehouse is of brick and 
steel construction with 22,000 square 
feet of storage and office space. It 
will house complete stocks of Devoe 
paint and the Devoe stylecraft wall- 
paper line. Offices of Truscon Lab- 
oratories, Inc., Devoe subsidiary, are 
also located in the new building. 


Heads New Paint Firm 


Norman V. : 
Murtha, well 
known _ through- 
out the country, 
has been named 
president of the 
recently organ- 
ized Coronet 
Paint Mfg. Corp. 

Now in full 
production, a 
complete line of 
white paints, both 
interior and ex- 
terior, is being 
marketed under 
the trade name of “Kingpin Archi- 
tectural Whites.” Franchises are 
presently being negotiated wherein 
protection in sales and _ territorial 
rights are being stressed. 

The Coronet plant is located in 
Brooklyn, N. Y., with executive offices 
— at 1457 Broadway, New York 

ity. 





Walled Lake Door Company 
Forms Three Corporations 


In a move to increase service to 
iis many jobbers throughout the 
country, the Walled Lake Door Com- 
pany has formed three separate cor- 
porations: The Walled Lake Door 
Company, Walled Lake Door Con- 
pany of Alabama, and National Door 
Distributors Company. General offices 
of all three are at Walled Lake, Mich. 

The Alabama plant was built and 
put in operation just a few months 
ago, but is presently making 2,400 
flush doors daily. The Walled Lake 
plant makes 2,300 per day. 


The three cwners and founders of 
the Walled Lake Door Company have 
an active interest in the three new 
corporations. George Quinif is pres- 
ident and general manager of al 
three; Sherman Ricks is plant man- 
ager at Alabama; and Vern Lutz is 
the plant manager at Walled Lake. 

In five short years, Walled Lake 
flush doors have earned national rec- 
ognition in their field. The doors 
are distributed throughout the United 
States, Alaska and Hawaii. 
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: X-HALER Moisture iy 
Vent-tube exhales wall 
moisture—stops paint 

from blistering and peeling 


gh ee 


ROTECT OUTSIDE PAINT 
REVENT WOOD ROT. . 


X-HALER 
Moisture 
Vent-tube 














A wall ventilator 
that preserves paint 
— saves on costly, 
troublesome repaint- 
ing. Keeps wood dry 
and rot-resistant. 





Money-Back Guaran- 
tee on Every Box. 


Write for sample 
and full information 
including trade dis- 
counts and dealer 
sales aids, 





Easily installed by 
any home or build- 
ing owner. Simply 
drill a %-in. hole, 
then insert X-Haler. 
Paint to blend with 
wood, 


CORNWALL & CO. 


566 EAST 200th STREET e CLEVELAND 19, O. 





PROTE 











YOU’LL SELL THEM EVERY TIME... 


WHEN YOU 
RECOMMEND 


PROTECTO 


Combination 


SASH BALANCE & 
WEATHERSTRIP 
The modern sash _ bal- 


ance. Low in cost — 
Easy to install. 





Now — in one unit — the Protecto Combination 
offers the advantages of an ideal sash balance 
and weatherstrip assembly. Sturdy streamlined 
construction of aluminum. All materials and con- 
struction are superior quality. 


PROTECTO WEATHERSTRIP CAN BE USED 
SEPARATELY WITH OTHER BALANCES 


Write today for Catalog and Samples 





WEATHERSTRIP 
MANUFACTURING CO 
4500 South Western Ave. 

CHICAGO 9, ILLINOIS 








Sectional 


Aluminum 
Lamp Post 


Di 
Overall Base Top 
Length Section Section 
ALP #1 Custom 8}, ft. 3” 4” 
ALP #2 DeLuxe 81% ft. 4” 3” 
ALP #3 Special 8, ft. i 


*ALP #1 and #2 adjustable in height. 3”, 314” 
4” adapter furnished to fit lantern collar. 


ALL COPPER 


or 


Box 798 
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LANTERNS 





No. S-1 The Newport 
No. S-2. The Mayfair 
No. $-3 The Hampshire 


Lanterns finished in Satin Black. 


CORP. 
MIDDLETOWN, CONN. 


LITEWAY 


Overall 
Height 


MFG. 


Square 


24” aa” 
20” 1014" 
+7" 9” 

























HURTSBORO 
LUMBER COMPANY? 


MANUFACTURERS 


Short Leaf Pine 


AND 


Hardwood Lumber 
Boards Our Specially 


WE MAKE POPLAR BEVEL SIDING 
AND RESAW PINE AND HARDWOOD 


PHONE 148 
HURTSBORO, ALABAMA 














Lisl 
The HUATSBORE 








Manufacturers of 
HIGH GRADE END MATCHED 


Gof FLOORING ls. 
vis 
OAK FLOORING 


Moulding Pine Finish @ We are in a position to Ship Oak 















Flooring and Air Dried Yellow Pine Boards 
in the Same Car 
Plant at HURTSBORO. ALABAMA @ © Phone 129 
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Shown admiring 
Carey Fire - Chex 
shingles on a par- 
tially completed 
unit at Lakeside 
Housing Project, 
are O. J. Gibbons, 
manager of the 
roofing depart- 
ment, Smith-Orr 
Company and W. 
W. Templemayr, 
Carey salesman. 


Fire-Chex Used for New Housing Project 


Fire-Chex asbestos-plastic shingles, 
manufactured by the Philip Carey 
Mfg. Company, Cincinnati, are being 


applied to the Lakeside Housing 
Project now under construction near 
Pontiac, Mich. The development con- 
sists of 56 buildings covering 34 acres. 

The only shingle of its kind to carry 
the Underwriters’ Class “A” label for 
fire protection without underlayment, 
Carey Fire-Chex shingles were se- 
lected for this project because they 


merit the highest rating any roofing 
material can earn. 

Fire-Chex gain their fire-resistant 
qualities from a new, patented asbes- 
tos-bitumen plastic compound used in 
their manufacture. It makes possible 
an economical fire-safe roof for all 
homes, industrial plants, commercial 
buildings and institutions. In addition 
to Class “A” fire safety, Fire-Chex 
weight of 325 pounds per square, also 
offers unusual protection from wind 
and elements. 





W. R. Wrape Stave Company — Industrial Lumber Company 






Dixie Brand Oak Flooring — Oak Dimension Stair Treads 


Little Rock, Arkansas 


t = 


Oak Trim and Moulding 
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AIRD FLAVELLE 
PRESIDENT 


W. GUY FLAVELLE 
VICE-PRESIDENT 


W. E. FLAVELLE 
TREASURER 
DON JOHNSTON 
MANAGER 





FLAVELLE GEDAR LIMITED 


SUCCESSORS TO THURSTON-FLAVELLE LIMITED 


Manufacturers of 


B.C. Red Cedar Lumber 
and Shingles 


PORT MOODY, B.C., Canada 
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Small Homes Council to 
Study Window Design 


Problems in window design will be 
analyzed by the University of Illinois 
Small Homes Council under a new 
research grant made by the Lumber 
Dealers Research Council. 

Among the problems earmarked for 
special attention are the cost of the 
opening into which a window is placed, 
and the control of ventilation, includ- 
ing protection from rain during peri- 
ods when ventilation is needed. 

Emphasis will be placed on develop- 
ing windows which are easy to manv- 
facture, assemble, and install since 
simplifying the construction and the 
installation will reduce the “in-place” 
cost of windows. One principle which 
will be used to simplify construction 
is that of modular design—the relat- 
ing of dimensions of windows to those 
of the house and of building materials 
so that the total assembly can be 
made with a minimum of cutting and 
fitting. 

Various climatic conditions will be 
considered and the window will be 
adapted to different geographical 
areas. 

James T. Lendrum, director of the 
Small Homes Council and professor 
of architecture, will direct the year- 
long study. Findings will be made 
available in 1953 to builders, archi- 
tects, and manufacturers in the form 
of detailed drawings, photographs, and 
publications of time-study data. 


Record Keeping for the 
Small Home Builder 


“Record Keeping for the Small 
Home Builder” is designed to aid the 
individual builder in business success. 
The manual and its accompanying 
forms are the product of University 
of Michigan business specialists work- 
ing with the aid of small-volume home 
builders under the sponsorship of the 
Housing and Home Finance Agency. 

An entire chapter is devoted to esti- 
mating. Other chapters treat with 
problems of the small home builders, 
framework of the system, classifying 
and recording business transactions, 
the job record, record keeping for 
materials, payroll procedure, reports, 
supplementary considerations. Price 
per copy is $1.25. Write Superintend- 
ent of Documents, Government Print- 
ing Office, Washington 25, D. C. 


Housing Industry Publishes 
"Lessons" for Use in Schools 


The National Association of Home 
Builders has announced an _ educa- 
tional program for public schools. | 

Home building facts for school chil- 
dren—an 8-page educational “lesson” 
for teachers to use in intermediate 
and upper grades—has been issued by 
the association. “Better Homes for 
Family Living” is the title of the 
three-color brochure, illustrated 
throughout with sketches. It pre- 
sents building industry information 
in easily understood language for all 
elementary school levels. 

Today’s school children—the home 
buyers of tomorrow—will find it en- 
lightening and entertaining classroom 
diversion as it assists them to grasp 
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_ Majestic 
UNDERGROUND GARBAGE RECEIVER 


Buties The Garbage Can Problem! 


Dees away with that unusable, 
pest-attracting corner of the 
yard. With a Majestic Under- 
ground Garbage Receiver, odors 
are locked in, pests are locked 
out—refuse is stored below 
ground level where it won’t 
freeze, won’t ferment. Your cus- 
tomers will like the convenience 
of an Underground Garbage Re- 
ceiver — the toe-tip lid lift, the 
easy can removal, the way it can 
be placed near the kitchen door, 
saving thousands of steps while 
keeping the yard neat and sani- 
tary. Outer shell is guaranteed 
for 10 years. Inner shell lasts 
four to five times as long as 
ordinary cans. 


W rite for name of your distributor! 


The Majestic (Co., Inc. 


cer | 
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The Door Beautiful — Sells on Sight 






SCREEN AND 
STORM DOOR 


Goes beyond utility — it adds 
dignity and beauty to any home. Use 
Precision made. Can‘t sag. Glass 
storm or screen panel is snugly 
mounted in separate frame on 
inside of door. Grill protects 
screen and glass. Kiln dried, 
dimensionally stable wood — 
























ready to paint. 


ractical — enclosure — com- 
ines hig 

est privacy. Or recommend for 
breezeways. Available in seven 
lovely patterns protected by 
patent and copyright. 


Boost your sales with Custom Combination. 
Write today for folders and price list. 
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Above: ‘“Raw- 
leigh’? — one of 
seven lovely pat- 


terns. 


in series for a distinctive, 


visibility with great- 











303D Erie St., Huntington, Ind. oR 
|. cox (NW CUSTOM DOOR CO. 
Bei XOX 1723 N. Lake St. Rd., AURORA, ILL. 
Trade Mark 














By 
ffs 


ll 
PS SSS9 | 


| WeIeRo | 








High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE 





CALIFORNIA 
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Stock and Sell this 


Professionally Proven 


TERMITE KILLER 


for easy, economical 


HOMEOWNER USE! 


Do a profitable business with 
new ARAB U-DO-IT TERMITE 
CONTROL—a liquid concentrate 
(Chlordane base) for killing sub- 
terranean termites the modern, 
Odorless, 
harmless to 
plant life. Proved in use by 


soil-treatment 
non-inflammable, 


way. 


professional Arab exterminators 
since 1946. One gallon mixes 
with water to make 100 gallons 
of ready-to-use termite killer. 
Write today for money-making 
dealer proposition. Federal 
Chemical Co., Inc., 2704 Win- 
throp Avenue, Indianapolis, In- 
diana. 











WAGNER 
GARAGE DOORS 





















































rfl 


“ROLLEZY" 

AND "GLIDEOVER"—A wide range of over- 
head models and sizes from 8' x 6' 6" to 
24' x 24' to meet all residential and com- 
mercial requirements. 

“AUTOMATIC 

ELECTRIC DOORMAN"—Push-button oper- 
ator for opening and closing ANY make of 
sectional overhead and most one-piece doors. 
WAGNER ALSO MAKES—Saw horse trestles, 
scaffold, roof, and folding ladder brackets 
and hardware specialties. Ask for Bulletins. 


Wagner Manufacturing Co. 


Box AL-52, Cedar Falls, lowa 
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some of the scope of present day 
building problems. It was published 
in the March issue of “The Grade 
Teacher”, a professional publication 
for grade teachers. 

To tell the dramatic story of the 
many people and problems involved 
in home construction, the main por- 
tion of the unit consists of a class- 
room play depicting the search of a 
typical American family for a new 
home. 

In the three-act production, titled 
“Dick and Dolly Find a New Home”, 
reasons are explained why the aver- 
age family wants a new home, pres- 
ent-day building operations are 
described, and new and modern home 
features pointed out. Write National 
Association of Home Builders, 1028 
oo Ave., N. W., Washington, 


The National Apprenticeship 
Program 1952 Edition 


What apprenticeship is, the occu- 
pations in which apprentice training 
is given, how apprenticeship pro- 
grams are established, the functions 
of the Bureau of Apprenticeship, 
U. S. Department of Labor, State ap- 
prenticeship agencies and joint man- 
agement-labor apprenticeship commit- 
tees are explained in this 1952 edition 
of “The National Apprenticeship 
Program.” 

Copies of this new and enlarged 
edition can be obtained free of 
charge by communicating with the 
Publications Branch, Bureau of Ap- 
prenticeship, U. S. Department of 
Labor, Washington 25, D. C. When 
requesting copies, mention American 
Lumberman & Building Products 
Merchandiser, and give the date of 
this issue. 


1867 Se 1952 


OUR 85th ANNIVERSARY 
@ 


85 YEARS — young, not old! Sound and 
steady growth is our good fortune come 
wars, good times and bad, countless regu 
lations and burdensome taxes! 


85 YEARS — and the law of supply and 
demand still stands — and also nothing 
can be done about 3,700,000 babies every 
year! More homes, schools, hospitals — 
and for our host of friends we shall 
continue making fine architectural wood- 
work —-.made from choicest woods, 
scientifically kiln dried, fashioned by 
experienced craftsmen. 


RINEHIMER 


ELGIN ROCKFORD 


85th Anniversary 


Rinehimer Architectural Woodwork 
Company, Elgin, IIl., recently an- 
nounced its Anniversary with the 
captivating small card reproduced 
above. Card measures 314” by 4%”. 








cae 


Chambers, Mutschler 
Cooperate in Promotion 


In the Merchandise Mart, Chicago, 
display rooms of Mutschler Bros., 
Nappannee, Ind., manufacturer of 
wood kitchen cabinets, Pam Martin 
dons an apron to examine part of 
the Chambers “Drop-in” gas cooking 
top built into Mutschler-“Portabilt” 
cabinets. On the left is a built-in 
Chambers In-A-Wall gas oven. The 
display is part of a cooperative pro- 
motion by Mutschler and the Cham- 
bers Corporation, Shelbyville, Ind. 


isssbce Bigs 





The New Milcor Label 


In order to improve package recog- 
nition and to aid dealers in taking in- 
ventories, Inland Steel Products Com- 
pany, manufacturers of steel building 
products and consumer specialties, 
completely revamped its packaging 
program. More than 800 labels and 
100 cartons which formerly carried 
various color schemes and designs 
were standardized with a new, color- 
ful layout. 

Identification of contents and an il- 
lustration of the product appears in 
the same central location on all thie 
new labels. All necessary information 
can be easily read at a glance, making 
simple the tallying of stock. 


Wesco Sales Celebrates 
Fourth Anniversary 


The Wesco Sales Corp. was found: d 
in Bridgeport, Conn., May 15, 1948. 
Under the capable leadership of :' 
executive vice-president Emantve 
Friedman, the Wesco Sales Corp. ex- 
panded rapidly, and has emerged * 
one of the leading building materi: 
distributors in New England. 
new, enlarged warehouse, i 
creased office facilities and expand: < 
telephone service recently cor- 
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For Better Value, Feature 
GABRIEL 
BASEMENT WINDOWS 


The quality and convenience of Gabriel Basement 
Windows, their easy operation, their top and bottom 
opening features and exclusive side-arm locking detail 
assure satisfied customers and greater profits for you. 
Available in 2-light sash of modular dimension. 


National Sales Representatives: HARRIS, Inc. 
200 E. Long St., Columbus 15, Ohio 


SPABRIEL 


St £ EL COMPANY 
13700. Sherwood, Defro/t /2, Mich. 




















Note to lumber dealers everywhere: 


Make big profits by 
Selling Kentile for 
self-installation 


° OFFER your customers the country’s fastest-selling 
flooring product . . . the Asphalt Tile everybody knows 
aid wants! Sell quality-famous Kentile for low-cost 
1ome installation and build the profitable business 
at comes from volume over-the-counter sales. 

For full information, contact your local Kentile 
iles Representative or write any of the conveniently 
located Kentile, Inc. offices listed below. 


KENTILE. 
The Asphalt Tile of Enduring Beauty @ 


KENTILE, INC., 58 Second Avenue, Brooklyn 15, New York © 350 Fifth 
Avenue, New York 1, N. Y. ® 705 Architects Building, 17th and Sansom 
Streets, Philadelphia 3, Pennsylvania * 1211 NBC Building, Cleveland 14, Ohio 
225 Moore Street, S.E., Atlanta 2, Georgia * 2020 Walnut Street, Kansas City 
8, Missouri ©® 1440 11th Street, Denver 4, Colorado * 4532 South Kolin 
Avenue, Chicago 32, Illinois e 1113 Vine Street, Houston 1, Texas 
4501 Santa Fe Avenue, Los Angeles 58, California ° 95 Market Street, 
Ookland 4, California ° 452 Statler Building, Boston 16, Massachusetts 
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.-. With Fiddes-Moore 





A Complete Choice Of Top-Quality Building Products 


PLYWOOD—Complete stocks DOORS—Headquarters forthe 
of fir and hardwood plywood finest of interior and exterior 
doors... Also, over- ; 
head garage doors. <> 


A COMPLETE LINE 


to insure profits and 


for interior and ex- 
i, 
terior use. V 








SPECIALTIES—ARMSTRONG 
LUMBER—West Coast Forest Products—Cushiontone ac- 
Products—carload lots of Coustical ceiling tile, Temlok 
Pine, Fir, Cedar, Spruce, Red- interior finish, sheathing and 


ogni : ‘ lath... BAYLAUN Philippine 
wood—Timbers, Industrial Mahogany ... ABESTO Prod- 


Lumber, Dimension, > ucts... P-V HARD- 
Finish, Siding and all Za BOARD...FOREST () me 


Specialties. BOARD 


customer satistaction 





you want to be able to 








offer a full choice of 








popular products 


























Nationally Advertised and Recognized Names like ARMSTRONG, 
TEMLOCK, BAYLAUN, ABESTO and P-V HARDBOARD 

sell faster because they are nationally recognized brands. They 
are names that build customer confidence and make your selling 
job easier. 


QUALITY PRODUCTS 

You can't gamble on quality 
if you want tc da sound, 
profitable business 





















PROMPT ATTENTION—SPEEDY DELIVERY 


Every order, large or small, gets immediate attention. Every item 
is twice inspected, carefully packed and shipped. 


FAST SERVICE 


Fast service makes and holds 
customers for you 








Write or call today for regular issues of F-M 
Price-O-Gram and F-M Product Sales Bulletins. 


: a : ova GED SERVICE . : — 
FIDDES-MO 



























).M. J. Tile Cutters give 
YOU the edge in PROFITS 


You 
Profit 


You 
Profit 
from from 
Tile Sales Rental 


Customers buy more TILE and YOU PROFIT when you 
offer J. M. J. tile cutters to rent when they purchase tile. 
J M. J. tile cutters cut all resilient floor tile, all types 
of plastic wall tile and cuts and bevels in one operation 
all types of metal wall tile. J.M.J. helps you with 
free ad mats, counter cards, rental aw 
forms and other material. 
CLIP AND MAIL TODAY Sy 


J.MJ. PRODUCTS CO. setcevicce eM 


Please send me FREE BULLETIN F on the JMJ Tile 
Cutter Rental Plan and name of nearest distributor. 


NAME 
ADDRESS 
CITY 














ZONE STATE 
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pleted, plus a 5-man outside sales staff 
covering the entire state of Connecti- 
cut, western Massachusetts, western 
Rhode Island and New York state 
bring the retailers the products of 
over 100 major building material 
manufacturers. 


Forty-Six Complete Johns- 
Manville Training School 


Forty-six building materials men 
from 22 states attended the Johns- 
Manville training school that con- 
cluded on April 11. This was the 
second of a series of two-week grad- 
uate schools for the junior executives 
of firms handling Johns - Manville 
building materials. 

The purpose of these schools is to 
help younger executives equip them- 
selves to better meet the manage- 
ment, selling and servicing problems 
of the building materials dealer under 
today’s conditions. 

The schools are held at the Johns- 
Manville Research Center which af- 
fords excellent facilities for class- 
room and laboratory work. The J-M 
factory at nearby Manville, N. J., 
gives the students an opportunity to 
see building materials being  pro- 
duced. 

The two-week curricula covered 
such subjects as sales promotion and 
advertising, finance, management, 
merchandising, estimating and direct 
selling as they relate to the building 
materials business at the local level. 


Special emphasis was placed on the 
selling of building materials to the 
farm market. 


Correction 


In discussing the annual conven- 
tion of the Lumber Merchants 
Association of Northern California 
in the May 19th issue we mentioned 
Larry King, King Lumber Co. The 
identification should have been the 
King-Marshall Lumber Co., Ine. 
Mr. King has no connection with 
the King Lumber Co. 


Answers to What's YOUR 
Answer 


Stop! Read Questions on page I16 


1—Interior decoration. See p. 101. 

2—Pittsburgh Plate Glass Co. See 
ad p. 35. 

3—Ping pong balls coated with rub- 
ber cement. See sketch, p. 69. 

4—-Lowe Bros. Co., Dayton, Ohio. 
See ad p. 62. 

5—Underground garbage receptacle. 
The Majestic Co., Huntington, 
Ind. See ad p. 135. 

6—New York Wire Cloth Co., New 
Canaan, Conn. See ad p. 80. 

7—Knape & Vogt. See ad p. 26. 


8—What are you going to use it for? 
See p. 94. 
9—They compete with each other on 
incidental sales. See p. 94. 
10—Yes, he thinks it’s very important. 
See p. 86. 


New President of Knapp 
Brothers Announced 


Chas. B. Levinson was _ recently 
elected president of the Knapp Broth- 
ers Mfg. Co. Al Levinson, formerly 
president of the company will remain 
active in the business and has been 
named chairman of the board of di- 
rectors. Chas. B. Levinson is a gradu- 
ate of the University of Cincinnati 
and a Registered Architect in the 
State of Ohio. He is also executive 
vice-president of The Steelcraft Man- 
ufacturing Company, an affiliate of 
Knapp Brothers. 

Knapp Brothers Mfg. Co. has moved 
into new quarters at 16 E. 72nd St. 
in suburban Carthage. The plant and 
office were formerly located in Ross- 
moyne, Ohio. The firm was purchased 
by the principals of The Steelcraft 
Manufacturing Company two years 
ago. At that time operations were 
located in Joliet, II]. Knapp has been 
producing metal trim building pyrod- 
ucts since 1905. The company was 
the originator and the inventor of 
many building trim items, such as 
metal corner bead, metal baseboards, 
and other trim products for schools, 
hospitals and institutions. 





Oh 


FOR INCREASED SALES 
and Assured Customer 


Satisfaction * 





ease of maintenance. 


counter displays, dealer helps. 


Vi 





KON aT 


on @ by > 
- Good Housekeeping 
More and more dealers are stocking VIKON METAL TILE ©r 45 seve rsto WET 
because more and more custOmers are demanding the 
plus values Vikon provides . . . economy of installation— 


durability —wide color selection—permanence—beauty — 
VIKON METAL TILE is nationally’ advertised, and 


backed by an aggressive sales promotion campaign... 


AVAILABLE IN 30 FADE-RESISTANT COLORS 
STEEL-ALUMINUM-STAINLESS STEEL 











R 
BEAUTY- ECONOMY “ OUVRABILITY 


VIKON TILE CORPORATION, WASHINGTON, N. J. 






08, er 
aA OR peop 





LE 


SEND FOR VIKON'S 
FREE*GOLOR BROCHURE 








Shingles 





D. M. McCuintock LUMBER C0. 


Terminal Sales Building, 
PORTLAND 5, OREGON 


Telephone: Atwater 9355 


Douglas Fir @® Red Cedar 
Sitka Spruce & Hemlock Lumber 


Exclusive Mill Agents 
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AUTOMATIC 
GAUGE 


TANNEWITZ 


for Swing Saws 


SAVES 


30 Days Free Trial 


$30 te $50: A MONTH 
IM LUMBER ANO LABOR 


ORDER NOW OR SEND FOR 
CIRCULAR 


—— 


TANNEWITZ WORKS 
ona ce 
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|/MMEDIATE SHIPMENT FROM OUR WAREHOUSE WOOD K} BS 
r on NO 





- ¢ Hardwoods 
e Softwoods 


e Solid Interior 
Paneling 


¢ Millwork 
e Block Flooring 


‘ntly 
oth- 
erly 
iain 
peen 





Sizes up to 4 inch 


t di- 
adv. THE MOST COMPLETE 
-_ A COMPLETE SELECTION OF 
the 
~ SERVICE OFFERED FOR WOOD KNOBS AND PULLS FOR 
oof THE BUILDING TRADE | DRAWERS, CLOSETS, CUPBOARDS, 
" 1. Complete line of K. D. Hardwoods. aitas 
= 2. Over 20 beautiful interior panelings in stock. 
—_ 3. Softwoods—Red Cypress, Sitka Spruce, Doug- WADDELL MFG. CO. 
ears las Fir, Redwood. 1117 Taylor Ave., N.W. Grand Rapids 2, Mich. 


were 
been 


c:| | THE VENEER LUMBER 


r of 


2. & PLYWOOD CO. 


ls, 
aie 2637 S. Throop Street 
sisal Chicago 8, Ill. 























XX? 


|| THE MEADOW RIVER | ES 
r | LUMBER CO. 
Manufacturers of 


West Virginia Hardwoods “LAYTITE” 











: Maple and Birch Flooring 
Rainelle, W. Va. disarm ss 


(or reqular lengths ia bundles) 








GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


Mfrs. of PINE (PINUS 
Genuine STROBUS) 


Also some Norway and Spruce 

















AIR-SEASONED — WATER-CURED LUMBER and LAND COMPANY =U 
| Rough or Dressed Marshfield, Wisconsin RY 
eT. 4 i ° elle » 
apy an ae ameneiny AAO Aaa OY 
| Sawmills — Braeside and Temagami, Ontario KS x P.O. NOX 12M: MARSHFIELD: WIS Xx) 
1842 Member N-A.W.L. Assoc. 1952 ROY bitte Mae Bee 3 2 es So KY 
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C. Arthur Bruce Honored 


C. Arthur Bruce, executive vice- 


president of E. L. Bruce Co., Mem- 
phis, Tenn, was one of 188 business 
men honored at a luncheon sponsored 


y Secretary of Commerce Charles 
Sawyer and the Department of Com- 
merce Business Advisory Council. 

He served as director of Lumber 


and Wood Products Division of the 
National Production Authority from 
March 1951 until October 1951. He 
had previously gone to Washington 
on a 90-day assignment as a lumber 
consultant in December 1950. 


Mr. Bruce received a certificate “in 


appreciation of services to the United 
States Government in time of national 
emergency and in official recognition 
of the outstanding experience and 
ability for which you were selected 
to serve as an employe 
pensation through the cooperation of 


without com- 


. L. Bruce Co.” 
SOME TIPS FOR SELLING” 


WALLPAPER 


(continued from page 81) 


C] Stains 

[] Hand cleaner 

C] Protective hand cream 

[] Putty knives 

L] Plasticized wood putty 

-] Spackling compound 

C] Putty 

[] Glazing compound and points 
(] Patching plaster 

(] Plaster of paris 

C] Mixing oil 

CL] Floor oil 

[] Dry colors 

L] Oxalie acid 

[] Prepared floor bleaches 

[] Pumice stone 

CF Whiting 

_] Window glass 

] Paint brushes 

(] Paint brush cleaners 

(] Paint strainers and paddles 
[] Paint and varnish removers 
[] Paint brush and can holders 
(] Paint spray guns (for rental) 
(] Paint roller applicators 

£] Paint roller scrapers 

[] Bladed paint applicators 

(] Paint guide 

[] Paint brush combs 


1] Plastic sponges 
C] Plaster pencil 
[] Sanding machines (rent and sel) 
[] Paper hanging tool kit 
(rent and sell) 
C] Stencils 
(] Floor machines (rent or sell) 
[] Step ladders and extension 
] Extension planks 
] Ladder brackets 
[] Putty removers 
(] Linoleum installation kits 
] Cheese cloths 
(] Wiping rags 
(] Breather tubes 
CL] Caulking compound 
[] Cabinet hardware 





COLORANTS LICK COLOR, 
INVENTORY PROBLEM 


(continued from page 101) 





stocked a colorant system we 
have increased our paint sales 
30 percent and we expect fur- 
ther 


in business. 
These paints have brought a 
lot of new customers into the 
store.” 

W. P. Denman, Home Lumber 
Co., Baytown, Tex.: “Our paint 
business has increased and we 
have made a decided decrease in 
our inventory carried. We think 
colorant paints are one of the 
greatest achievements in _ the 
history of the paint industry.” 


Jeffreys-MecElrath 


P.O. Box 137 — Tel. 3663 MACON, GEORGIA 


@ DOMESTIC AND EXPORT 
@ FABRICATED BOXES 
@ CRATES — PALLETS 
@ SOUTHERN HARDWOODS 
@ YELLOW PINE LUMBER 
@ OAK FLOORING 
Daily Capacity 300,000 feet 


Factory Locations 


te, Ga. Macon, Ga. Keesville, Va. 
Arkwright, Ga. Chase City, Va. Raleigh, Cc 
Jackson, Ga. Oxford, N. C. 


increases 


4 Floor and Sevetvans polish 
[] Wallpaper paste 

a White lead 

[] Household hydrated lime 
[] Oil tinting colors 

C] Pigments 

(] Shellac 

(] Linseed oil 

[] Turpentine 

_] Thinner 

(_] Glue 

(] Varnish 

[] Aleohol (denatured) 


[] Sealing tape 

_] Masking tape 

[] Sandpaper and holders 

_] Decals 

[] Steel wool 

[] Caulking compounds (white and 
colored) 

[] Caulking guns (for rental) 

[] Wire brushes 

_] Blowtorches 

[) Small blowtorch with auxiliary 
packaged fuel tanks 

_] Gloves 

[] Drop cloths or papers 








REAL ESTATE TRADE 


250 apartments well located within the city limits of 
one of the South’s most progressive cities. Complete 
with playgrounds, launderette buildings. Each apart- 
ment contains refrigerator and range. 90% occupied. 
Will sell all stock in corporation owning this real estate 
in exchange for large quantity Oak flooring, No. 2 
common framing lumber, and 105 Pine siding. Price 
for stock in corporation $175,000.00. Mortgage in the 
amount of $1,700,000.00 runs to corporation. No lia- 
bility. For sale by owners. Write Box Y-54, care 
American Lumberman, 139 North Clark St., Chicago 
2, Illinois. 


























ASK YOUR WHOLESALER FOR OUR LUMBER 





peers: 


” Specialists in Oak Floor. ~ 

_ ing. General wholesal- =~j - 
ers of all lumber items. ~ 4 

m= 

Contact us on your __ 


a 


‘ KILN DRIED Soe Ei 
YELLOW 


f 
here diante ie. WEBSTER LUMBER CO.. 


Siding, 








Long B 194 
‘Kan sci Gita Mo 


W.M. McGowin Lumber Co. 


PINE APPLE, ALABAMA 


Boords, 
Etc. 
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